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SORG’s Tensabec | Helps MACGREGOR 


Put Extra Bounce in Golf Ball Sales! 


For a special promotion of its new Tourney 
y0lf ball, MacGregor used the “tape measure” sales 
romotion piece shown here, printed on medium-weight 


TENSALEX by the Gibson. and Perin Company, Cincinnat 


Tensalex fits this job to a ‘tee’! Printed in two-colors by 


set lithography, accordion-folded, and drilled for at- 
aching the rabbit's foot, TENSALEX provided the desired 
rintability, weight, anc 


—plus the sstrength, folding qualities and durability of a 


tough tag stock 


smart appearance of a.text paper 


The MacGregor “tape measure” is typical of the ways smart 
printers and advertisers across the nation are using latex-impreg- 
nated TENSALEX to help produce outstanding printed pieces. 


In maps, catalogs, sewn and pressure sensitive tags and labels, 
book covers and jackets, brochures—and hundreds of other uses 
where ordinary paper lacks the tear-strength, flexibility, and 
wearing qualities required . . . and where other materials such as 
cloth or cloth-backed paper are both too costly and unsuitable 
for fine printing—Sorg’s TENSALEX is winning new friends 


Ask your Sorg distributor for ' 
TENSALEX swatch books showing every day ! 


the full schedule of sizes and weights 
available in stock. 


Try TENSALEX yourself! Your Sorg distributor will be happy to 
furnish sample sheets for first-hand examination. Call him today! 


ial MPANY + Middletown, Ohio —— 
y PAPER CO 
F THE SORG e Manufacturers and Converters of Stock Line and Specialty Papers 


Offices in NEW YORK « CHICAGO «+ BOSTON « ST. LOUIS « LOS ANGELES 


SORG STOCK LINES 
WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER + PLATE FINISH « EQUATOR INDEX BRISTOL « REGISTER BOND 
MIDDLETOWN POST CARD « 410 TRANSLUCENT + EQUATOR LEDGER + SORG'S BLOTTING + TENSALEX 
GRANITEX « PARCHTEX 
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CAM Y C O some practical IDEAS 


Plastic Sheet and Film 


7-UP uses 
Campco Styrene 
in point-of-sale 
signs 


Vacuum-formed plastic point-of-sale 
pieces have been a must in the Seven- 
Up merchandising program for years. 


These and others have been used for 
wall, window and counter display. Show- 
ing the product in full color has stimu- 
lated sales for Seven-Up throughout 
many markets. These signs were de- 
signed and vacuum formed from Campco 
Styrene by Hutcheson Displays, Incor- 
porated, of Omaha, Nebraska. 


for its use in SIGNS 


Campco Butyrate scores in weather tests, 
opens new 


vistas in outdoor signs 


Outdoor signs of Campco Butyrate by Standard Manufacturing Company, Chicago 


Colorful outdoor plastic signs that can withstand weather hazards without be- 
coming brittle or losing their brilliance are now possible with a special Campco 


Campco Woodgrain 
Sheet sells “A’lure” 


Handsome counter displays of Campco 
Woodgrain finish plastic sheet. are help- 
ing to sell Warner Brothers ‘“A’lure’”’ 
bras in apparel stores throughout the 
country. This new Campco sheet looks 
like solid wood but is light as a feather, 
and has all the excellent qualities of 
standard Campco sheet . . . high impact 
resistance, dimensional stability and 
outstanding formability. Available in 
cut-to-size and standard sheets from 
040” to .187” thick. 


Butyrate sheet. Made from resin sup- 
plied by Eastman Chemical Products, 
Inc., Campco Butyrate is tough, dur- 
able, easy to form, and completely 
weather resistant. 

Weather-test results at Arizona 
checking stations assure the resistance 
of Campco Butyrate to extremes of sun- 
light, rain, heat, cold, snow and wind. 
Moreover, its surface resists dirt build- 
up and washes clean in rain. 

Because Campco Butyrate is strong 
and resilient even in thin sections, sub- 
stantial savings can be effected in its 
application for outdoor signs. A little 
goes a long way. Its ease of forming 
opens unlimited design opportunity— 
imaginative shapes . . . new vistas in 
outdoor signs. 

Campco Butyrate is available in clear 
crystal or a variety of colors—rolls and 
sheets in thicknesses .005” to .125” stock 
or custom size. Clarity ranges from 
transparent through translucent to 
opaque. 

It’s easy to decorate by either lacquer 
or silk-screening. Attractive combina- 
tions of bright trademarks, slogans or 
other wording against colored or clear 
background are easy to achieve. 


Received Your Campco Personal File ? this data-packed reference 


file on thermo-plastic sheet and film is yours on request—just send name and address 
on Company letterhead to Campco, 2717 E Normandy Avenue, Chicago 35, Illinois 


CAMPCO Sheet and Film, a Division of Chicago Molded Products Corp. 
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Research* strips the mystery from merchandising: TAGS 
MEAN TURNOVER! 


Tagged merchandise displayed for self-selection far out- 
sells identical items ‘‘sold’’ by clerk service. The tags tell 
‘em better to sell ‘em more—a proven fact in indepen- 
dent and chain supermarkets, department and specialty 
stores, drug stores, radio-TV retail outlets, electrical ap- 
pliance stores... 


Supporting evidence? You bet: sales slip counts give 
tagged refrigerators a 2 to 1 edge, TV sets 3 to 1, toasters 
8 to 1, furniture 7 to 1, women’s shoes 4 to 1, men’s 
sports jackets 3 to 1, lamps 3.5 to 1. 


Cupples-Hesse maintains a CREATIVE DESIGN DEPART- 
MENT to develop and produce modern merchandising 
‘‘tags that tell and sell’’ . . . through shape, color, copy, 
prestige manufacturer identification. 


*Point-of-purchase studies conducted by Tag Manufacturers 
Institute and Better Packaging Advisory Council. We'll send 
and in-plant tagging copies on your request. 
speeds production 


Production fiow, inventory, payroll makeup... 
tagging systems cut costs and save time ali around. 


Call your local representative for information. 
Consult yellow pages under “Envelopes” or “Tags.” 


Cupples-Hesse Company 


Division of St. Regis Paper Company 5 
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Just Caluein Us 


It’s New — But Is It Better? 


One of the greatest words in the lexicon of advertising and sales promo- 
tion is "new." When a manufacturer or merchandiser has something new and dif- 
ferent to introduce, he gets added impact by stressing the news value of his 


announcement ads. The consumer usually shows interest -- and so do dealers, 
distributors and industrial consumers. 


Of late a number of companies have been attacking the promotion of new 
products, especially those presented on an annual basis, like automobiles, on 
the ground that they merely indicate forced changes of a superficial nature. 
Volkswagen has appealed for changes only when they are real improvements; 
Kelvinator accuses the appliance industry of adding to consumer costs by 
having model changes ready for the trade shows each year. 


All of this puts a real load on advertising, merchandising and sales pro- 
motion people to develop specific improvement data in working out programs for 
new products. Demonstrate the advantages that have been provided -- something 
more fundamental, for example, than those famous automobile fins; proving the 
point that the product is not only new, but better, and that these improve- 


ments mean something in comfort or utility, as well as more attractive appear- 
ance. 


A change for the better is always welcome. New products are always inter- 
esting. But in view of the attacks on model changes which are scheduled without 
perhaps sufficient connection with basic improvements, we must now be pre- 


pared to show in unmistakable and convincing style that "new" and "better" are 
interchangeable terms. 


c???.?.2._==_ 


G. D. Crain Jr. 
Publisher 
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YOU PROFIT 


Tel 


LAGS 
Vas 
ea 


are produced by 


ROTHCHILD 


because: 


You get many ‘extras’ at 
no extra cost to you. Why 
not take advantage of the 
benefits listed below? They'll 
bring you more sales, more 
ele 


Advantages of a Tag Pro 
gram 


Free analysis of your pres 
ent material 


Exclusive Metl-Glo and 
Lustr-Glo colors 


Color counsel from famed 
expert, Faber Birren 


Li) Seelam Rel eE tag sam 
pler and other aids 


Award winning copy and 
art 


Surveys. on tag usage 


TAG and LABEL DIVISION 


ROTHCHILD 


PRINTING COMPANY 
50 E. 19 St., New York 3, N.Y 


ORegon 7-5150 
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TABLE 


How to Introduce a New Automobile . . 
One of the largest scale promotions is that of new cars. 
This report takes you behind the scenes. Hav1Lanp F. Reves 


An Agency Takes to the Air ..... ° 
Campbell-Ewald’s Detroit office has found it worth its 
while to operate its own airplane for business trips. 


Use Packaging to Launch a New Product .............. 
Take a regional firm, change its brand name, its product 
line and its territory all at once, and you have an inter- 
esting problem in promotion. CuarkKE E. Pierce 


B Types of Tags A 


There are many kinds of tags, even within the merchandis- 
ing function. Here is a description of each of them. 


Breaking Through with a Musical . 
Industrial theater is a growing promotional modinen. Here’ $s 
how Carter Carburetor used it to capture dealers’ attention. 


A TV Auction Builds Repeat Sales . 
Getting kids to save coupons to bid for merchandiee helped 
a St. Louis packer regain leadership. Miuprep WEILER 


6 What You Need to Know About Filmstrips /Slide Shows . . 
The basic facts about this ever-more-popular medium for 
getting your information into people’s minds. 

Hersert C. ROSENTHAL 


Shooting for Design and Color 
Ingenuity helped get a color photo that had ‘to be sharp 
from 61%” to 23’ from the camera. Tuomas G. McHucH 


How to Handle Inquiries Promptly and Personally 
The longer a prospect waits for material he has asked for, 
the harder he is to sell. Here is a system that furnishes 
quick response and good follow-up. 


How to Make a $250,000 Sale by Direct Mail 
A carefully-selected list and a quality brochure proved the 
right tools to sell a special item by mail. 


8 A Checklist to Evaluate your Letters 


A convenient 17-point ruler to measure the effectiveness of 
sales letters before you mail them. 


A Quality Contest for a Quality Product 
How a tongue-in-cheek contest, with a Rolls Royce as a 
prize, won attention for a hi-fi cartridge. F. V. Macuin 
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You give Vy aa 
The Way to a Depositor’s Heart V7 


How a premium helped to build new accounts for a savings PT 


bank, by being both practical and glamorous. 
Joun L. Corvara - - You get more 


VS 
8 How to Buy Cut-Out Letters ad 
Whether you need small paper letters for your bulletin 


board or big plastic ones for the side of your building, this 
Buyers Guide article is a good place to start. Ep SacHs 





- « « From OAK’S new 
A Wireless Electric Bus Sign 


A new use of pressure-sensitive tape permits lights to be | FLEXIBLE PLASTIC 
installed easily and rapidly for interior bus signs. é 0 0 T ® A L L S 
| 
How to Get Engineers to Remember Your Advertising 
If you’ve never met a hexaflexagon, you’re in the same boat : 
as Worthington prospects, whose attention had to be ob- Mahe the perfect ee e 


tained. Cy FREEMAN | giveaway for the coming 
| football season... you can 
Web Offset Can Cut Your Printing Costs ” y 


A publisher tells of what he learned when he shifted to a | be proud of your name on 
new printing method, and how it affected advertisers. this quality plastic football 
Emit G. STANLEY | 


e DURABLE and SCUFF RESISTANT 
How to Handle a Wax Paper Insert 4 
Getting 41 newspapers to handle a tricky insert isn’t easy, | e FINELY DETAILED GRAIN 


but it was worth it. = = oe e AUTHENTIC LOOKING LACINGS 


8 Meet Garamond 


One of the most beautiful of typefaces, Garamond is also 
one of the most versatile, and one to know well. G. H. Perry 


Sales Promotion with a Flair 


To sell luxury homes, this developer handled an exciting 
theme with imagination. Epwarp R. Lucas 
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cialties ......... nail 


Printing, Paper & Plate- 
making .... 
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Shows & Exhibits _.. E Promotion Almanac ms | the OAK RUBBER exe) 


Readers Write _. 227 Sycamore * Ravenna, Ohio 
Signs & Displays AR Reprints _.......... 


Brown, Red, 
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'M 
LOOKING 
FOR PEOPLE 
WHO LIKE 
TO DRAW... 


...0On easy working cold 
press illustration board. 


. . and have really sharp- 
looking drawings and 
illustrations. 


...on the most versatile 
illustration board available! 


When | find people who 
like to draw...1 recom- 
mend Crescent Illustration 
Board...the board the 
professionals use. 


At leading art material dealers 
everywhere. 


1240 N. HOMAN AVE./CHICAGO 51, ILL. 
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The Editors 


Role of Agency .. . 


Many supplier groups 
are looking into the 
new shape of marketing 


During the course of a year, we 
see and talk to a good many peo- 
ple. And many of them are sup- 
pliers to advertisers, furnishing the 
things that advertising and sales 
promotion men need to do their 
jobs. We attend meetings of the 
trade associations of these people, 
listening to them discuss their prob- 
lems and complain about the diffi- 
culties of their specialties. 

After a while, many of these 
meetings begin to sound alike, 
whether they are of point-of-pur- 
chase producers, exhibit designers, 
specialty manufacturers, premium 
suppliers, or what have you. If they 
are concerned with any of the non- 
measured media, they seem to be 
discussing the same issues. 

Chief among these is a concern 
about the relationship of the sup- 
plier to the agency. There is not— 
and this will hardly be surprising 
to supplier, agency or advertiser— 
a spirit of brotherhood and cooper- 
ation. While there are exceptions, 
the general feeling is that the sup- 
plier would prefer to deal directly 


with the advertiser, and not work . 


through, or even with, the agency. 

Yet everybody will admit that 
the trend is in the opposite direc- 
tion, and there are a number of 
reasons for this. The major reason 
is the increased pressure to get 
the maximum value from a mer- 
chandising dollar, and therefore the 
increasing desire to consider all 
promotional media as segments of 
a single program, using each to 
supplement and bolster the effect 
of the others. This demands coor- 
dination, and the logical place for 
this coordination is the advertis- 


Typefaces in this issue . 


MB Ky 


ing agency, which is rapidly be- 
coming a marketing agency. 


> If we can venture to make a pre- 
diction, it is that the pattern for 
the future will run something like 
this. Once the marketing objectives 
have been determined—and _ this 
will be the responsibility of the ad- 
vertiser—the advertising and sales 
promotion people of the client will 
meet with the account executive 
and other specialists from the 
agency staff, along with creative 
people from selected suppliers. 

Each of the suppliers will be on 
a regular retainer with the client 
or the agency, and will be there to 
help work out a coordinated pro- 
gram. There will be no competition 
among suppliers at this stage. This 
will have taken place earlier, before 
the invitation to the planning ses- 
sion took place. 

There may be speculative ideas 
presented by a supplier, but they 
will have been worked out to per- 
mit the client to understand them 
better and to judge them properly, 
not to decide who is to get the job. 

Who will pay for this? The adver- 
tiser will bear the cost of his pro- 
gram, just as he does now and as 
he always has. Whether he does 
through commissions, through fixed 
fees, or through mark-ups, is un- 
important. Each of the organiza- 
tions working for him must, in the 
long run, make a profit, and the 
exact way in which it gets what it 
needs to make its operation profit- 
able is less important. 

Will this work? It must, if only 
because it seems the most logical 
procedure from the point of view 
of the advertiser. Actually, it is be- 
ginning to work, here and there. 
Belmont Corn, president of the Dis- 


. . 25—Futura Medium & Venus Bold Extended; 29—Bauer 


Beton Italic & Beton Open; 31—Tempo Heavy Condensed; 34—Tempo Heavy Con- 
densed & Clipbook; 41—-Tempo Bold Condensed; 44—Radiant Medium; 49—Pick-up 
lettering; 55—Craw Clarendon; 59—-Dom Casual; 62—Tempo Black Extended & 
Mistral; 65—-Bodoni Black; 69——Bernhard Modern Italic; 72—-Bodoni Campanile; 74 
—Pick-up lettering; 82—-Studio Bold; 85—Karnak Black Condensed; 91—-Tempo 
Heavy; 94—Hellenic Wide; 97—-Tempo Heavy & Garamond; 101—Legend. 





players, spoke to the recent mem- 
bership meeting of the Point-of- 
Purchase Advertising Institute, and 
explained how the exhibit industry 
is moving towards establishing con- 
tinuing relationships with a client, 
on the basis of a year’s program, 
not on the basis of individual ne- 
gotiations on each display unit to 
be built. 

POPAI is taking a good look at 
its internal problems, not the least 
of which is a fringe existence, beset 
with speculative bidding, with price 
structures constantly undercut by 
new companies, hungry for busi- 
ness, without proper understanding 
of the costs of doing business, and 
who frequently take a big job away 
from a higher-bidding competitor, 
only to find that the price is not 
high enough to cover costs. 


> An understanding of who con- 
tributes what, and who is respon- 
sible for what, is essential to a 
clear-thinking approach to these 
problems. A major contribution has 
been made by POPAI through its 
recent booklet “Modern Trade 
Practices in the Planning, Devel- 
opment, Production and Distribu- 
tion of Point-of-Purchase Advertis- 
ing Material.” If you haven’t seen 
a copy, write POPAI at 11 W. 42nd 
St., New York, and get one. It is 
a clear statement of the relationship 
among client, agency and producer 
in this field, and will help to clari- 
fy the relationships in other media. 

Producers in the collateral media 
who do not care to work this close- 
ly with agencies will continue to 
capture a share of what looks like 
a growing volume of advertising ex- 
penditure. But they will find them- 
selves working for those few adver- 
tisers who are big enough to have 
full-time experts in each of the 
collateral media, or they will lose 
their opportunity of making crea- 
tive contributions to marketing pro- 
grams. 

This shift in purchasing habits 
will require, of course, some 
changes in agency procedures. The 
agency which looks down its nose 
at anything but print and broad- 
cast media will find itself limited 
in the kinds of accounts it handles. 
It will have to become familiar with 
all the media, and evaluate fairly 
the role each can play in achieving 
the client’s objectives. 

This may imply the death of the 
15% commission. Not only does its 
existence mean that there is some 
tendency to push advertising dol- 
lars into commissionable media, 
thus preventing an unpressured, im- 
partial attitude, but the agency 
must be paid enough to permit it 
to make the creative contributions 








JUSTOWRITER CUTS 
PRINTING COSTS 


Any typist becomes a 
skilled typesetter when 


she uses a Friden 


*oodtt?sthgs**" 


Justowriter. She types 
copy on Unit 1 (The 
Recorder) which 
produces this visual 
check and a punched 
paper tape. The rest 


of the job is automatic. 


The Justowriter can save you 


money in producing manuals, 
price lists, bulletins, house 
organs, booklets, and cata- 
logs. For full details about 
this Tape-Talk machine call 
your local Friden man, or 
write on your letterhead for 


more information. 


Cd 
J 


The Reproducer, Unit 2, 
then reads the tape and 
sets type in your choice 
of 14 attractive faces 
and sizes, one of which 
you are now reading. 
Margins are automat- 
ically justified. Costs 
are far less than for 


metal composition. 


Equipment like this is the 
first step to PractiMation... 
Automation so hand-in-hand 
with practicality there can be 


no other word for it! 


FRIDEN, INC., SAN LEANDRO, CALIFORNIA. SALES, INSTRUCTION, SERVICE THROUGHOUT U.S. AND WORLD 
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CLetn- stem 


Kleen-Stik played a vital role ina 
space-saving demonstration for 
Miles Products Div. of Miles 
Laboratories, Inc., Elkhart, Ind. To 
show druggists how little counter 
space 2 dozen packages of Alka- 
Seltzer need, Product Mgr. Rud 

Rasin and Merch. Dir. Han 

Schmidt developed this ingenious 
3-piecer. The colorful cut-out. of 
“Speedy”’ slips over a wire clipped 
at right angles to a 6” x 6" card. And 
the card fastens quickly and securely 
to the counter with (you guessed it) 
self-stickin’ Kleen-Stik —the mod- 
ern ‘‘peel-an’-press’’ adhesive! 
Frank Karslake handled produc- 


tion for Forbes Lithograph Mfg. 
Co. 


GET IT UP...KEEP IT UP...WITH KLEEN-STIK 


eet Pte weer 
cj hte Md serie 
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IDEA NO. 172 
Great Give-Away for 
Sylvania 
So suitable .. . ractical . 
ingenious is this * ‘Family Aibum”” 
as a premium by Sylvania 
Electric (Canada) Ltd. of 
Montreal. Inside the colorful covers 
(printed in English and French!) 
are 12 black pages for mounting the 
photos you take with Sylvania 
eee bulbs—each page 
ipped with strips of Kleen-Stik 
Dal bl-Stik for easy attachment 
without water, glue, or tape. Idea 
“flashed’”” by Sales Prom. Mgr. 
W.P. Lewis and Ed Matthews of 
Delmar Studios and produced by 
The Delmar Studios Co. Ltd., 
Downsview, Ont. Makes a pretty 
sales picture! 
With Kleen-Stik, relief from 
ones and merchandising 
lems is just a phone call 
away. Call your regular print- 
er, lithographer, or silk screen- 
er for an album of ideas... or 
write direct. 
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which are its main reason for ex- 
istence. 


> All in all, it is an interesting sit- 
uation, and one which all of us, in 
any phase of marketing, advertising 
or sales promotion, should do well 
to keep an eye on. And in particu- 
lar, the more exchange of informa- 
tion there is from one branch of this 
industry to the other, the more co- 
ordination and inter-discussion of 
what are, after all, common prob- 
lems, the more quickly we shall 
reach a working solution. 


Looking Ahead .. This is the 
season, the start of a new decade, 
for just about everybody to get out 
on the limb with predictions of 
things to come. One of the more 
interesting appeared in the news- 
letter issued by the Public Rela- 
tions Board, Chicago p.r. agency. 


“For public relations, the decade 
will mean a coming-of-age, as in- 
dividual practitioners and agencies 
take the final step from old-time 
press agentry to mature responsi- 
bility for guidance in nearly every 
aspect of corporate endeavor. 

“We predict: relegation of pub- 
licity, per se, to a far less dominant 
role in the business-to-consumer 
chain of communication. 

“We predict: expansion of public 


relations agency services into many 
new areas, e.g. merchandising, sales 
promotion. 

“We predict: expansion of finan- 
cial public relations services. 


“We predict: selection of public 
relations talent from multiple fields 
—retailing, the social sciences, mer- 
chandising, finance, the arts—with 
less dependence on former news- 
papermen, as a result of the in- 
creasing complexity of communica- 
tion and its relationship to both 
sales and image-building. 

“We predict: greatly increased 
use of public relations by small and 
medium-sized companies whose 
moderate budgets prohibit the huge 
advertising campaigns conducted by 
their giant competitors. 

“We predict: Sizzling Sixties for 
public relations agencies that take 
the lead in broadening services for 
their clients.” 

Will somebody remind us, in 
1970, to look back and see how ac- 
curate this prediction was? 


Sincerest Flattery? . . We were 
amused by an AP item, datelined 
Portland, Maine, that ran in the 
Chicago Sun-Times recently. 
Headed “A Shining Example of 
Free Enterprise,” it told of a 12- 
year-old shoeshine boy who had 
retained an advertising agency. The 


One of our small clients. 


agency, Simonds Payson Inc., is 
being paid on a flat fee basis, and 
the campaign will consist of a four- 
color leaflet extolling the client’s 
quality shoe-shining. In case you 
want to go after the account, you 
might as well know that the fee 
was set at $2, payable in 10¢ shines. 

We got an additional chuckle out 
of it, because we remembered a car- 
toon, reprinted here from our issue 
of February 1960. 

Now we cannot prove, and are 
therefore not claiming, credit for the 
idea. We would like to point out, 
however, that both Richard E. 
Oransky, who made the sale for the 
agency, and the agency itself are 
subscribers to AR. 44 


Sunday Comic Advertisements 

Sponsored by Puck, The Comic Weekly, 
575 Lexington Av., New York 22. Open 
to artist-writer teams for most original, 
professional-looking and __ sales-worthy 
advertisements for use in Sunday comics 
sections. Entries are limited to profes- 
sional artists and writers. Total prize 
structure in merchandise is limited to 
over $25,000., Duplicate prizes are 
awarded to winning artist and writer 
team members. 

Cleses July 5, 1960 


NPTA Imagineering Awards 
Sponsored by The National Paper Trade 
Assn. Inc., 220 E. 42nd St., New York 
17. Open to all officers and employes of 
NPTA member firms for ideas or cur- 
rent printed specimens of unusual ways 
to expand printing and thereby increase 
the use of paper. Cash awards for the 
three top prize-winning entries are $1,- 
000, $500, and $250 plus trophies to the 
top ten entries. Judging will be on the 
basis of uniqueness, rarity or originality, 
and adaptability for national promotion 
in that order. In the event of similar or 
duplicate entries, the one with the ear- 








HIGH OPACITY AND 
LOW SHOW-THROUGH 


MAKE 
NEKOOSA OPAQUE 
YOUR BEST CHOICE FOR 
‘EVERY DAY’ JOBS... 


For price lists, broadsides, catalog pages, booklets, folders, 
and insurance policies ... any job that presents a show- 
through problem ... Nekoosa Opaque is your answer. And, 
because it offers so much opacity, in even the lighter weights, 
Nekoosa Opaque saves you postage money in the bargain! 





BEAUTIFUL FINISHES 
AND SUPERB COLOR 


REPRODUCTION MAKE 
NEKOOSA OPAQUE 
YOUR BEST CHOICE FOR 
GLAMOROUS JOBS, TOO.. 


Use Nekoosa Opaque for your ordinary printed pieces. . . 
but remember that it is wonderfully suited for your 
extra-ordinary jobs, too. Nekoosa Opaque, with its 
brilliantly white background, brings out all colors in their 
natural beauty. And the wide choice of unusual finishes 
can add distinctiveness to your finest printed creations. 





@e OPAQUE 


is distributed by these 
Nekoosa Paper Merchants 


A Abilene, Texas 


Albuquerque, New Mexico . 


Alexandria, Louisiana . 
Amarillo, Texas 
Appleton, Wisconsin 
Atlanta, Georgia 
Atlanta, Georgia . 


Baltimore, Maryland 
Baltimore, Maryland 
Baton Rouge, Louisiana 
Battle Creek, Michigan 
Billings, Montana 
Binghamton, New York 
Birmingham, Alabama 
Boston, Massachusetts 
Boston, Massachusetts 
Boston, Massachusetts 
Bridgeport, Connecticut 
Buffalo, New York 
Burlington, Vermont 
Butte, Montana 


Canton, Ohio 

Cedar Rapids, Iowa 
Charlotte, North Carolina 
Chattanooga, Tennessee 
Chicago, Illinois 

Chicago, Illinois 

Chicago, Illinois 

Chicago, Illinois 
Cincinnati, Ohio 
Cleveland, Ohio 
Columbia, South Carolina 
Columbus, Georgia 
Columbus, Ohio 
Cumberland, Maryland 


Dallas, Texas 
Davenport, Iowa 
Dayton, Ohio 
Denver, Colorado 
Des Moines, Iowa 
Detroit, Michigan 
Dubuque, Iowa 
Duluth, Minnesota 


Elmira, New York 
Enid, Oklahoma 
Evansville, Indiana 


Fargo, North Dakota 
Fort Worth, Texas 


Galveston, Texas 


Gloucester City, New Jersey 


Grand Rapids, Michigan 


Hackensack, New Jersey 
Harrisburg, Pennsylvania 
Helena, Montana 
Holyoke, Massachusetts 
Houston, Texas 

Houston, Texas 
Huntington, West Virginia 
Idaho Falis, Idaho 
Indianapolis, Indiana . 
Jackson, Michigan 
Jackson, Mississippi 
Jacksonville, Florida 
Jersey City, New Jersey 


Kansas City, Missouri 
Knoxville, Tennessee 


Laconia, New Hampshire 
Lewiston, Maine 

Lima, Ohio : 

Little Rock, Arkansas 
Longview, Texas .... 
Los Angeles, California 


NEKOOSA-EDWARDS PAPER COMPANY - 


LITHOGRAPHED ON NEKOOSA OPAQUE, BASIS 60 / VELLUM FINISH 


. Southwestern Paper Company 
Butler Paper Company 

- Louisiana Paper Company, Ltd. 
Kerr Paper Company 

Universal Paper Company 

. Vulcan Paper Corporation 
The Whitaker Paper Company 


The Barton, Duer & Koch Paper Co. 
. The Paper Supply Company 


Louisiana Paper Co. of Baton Rouge, Inc. 


Cortright Paper Co., Div. 
Yellowstone Paper Company 
Binghamton Paper Company 

Jefferson Paper Company 

; D. F. Munroe Company 
Seaboard Paper Company, Inc. 
Tileston & Hollingsworth Co. 
Equity Paper Company 

Gebhard Paper Co., Inc. 
Vermont Paper Company, Inc. 
Ward Thompson Paper Company 


Herrington Paper Company 

J. W. Butler Paper Company 
Charlotte Paper Company 
Bond-Sanders Paper Company 
Atwood Paper Company 

J. W. Butler Paper Company 
Midland Paper Company 

The Whitaker Paper Company 

The Cincinnati Cordage & Paper Co. 
Brewer-Chilcote Paper Company 
Palmetto Paper Company 

W. H. Atkinson - Fine Papers 

The Cincinnati Cordage & Paper Co 
Tri State Paper Company 


Southwestern Paper Company of Dallas 


The Peterson Paper Company 

The Cincinnati Cordage & Paper Co. 
Butler Paper Company 

Pratt Paper Company 

Butler Paper Company 

. Weber Paper Company 

Martin Falk Paper Company 


. Horwitz Brothers 
Enid Paper Company 
Butler Paper Company, Inc. 


Dacotah Paper Company 


Southwestern Paper Company of Fort Worth 


Southern Paper Company 
Rhodes Paper Company 
Central Michigan Paper Co. 


Garfield Card & Paper Co., Inc. 

.... Penn Paper Company 

Ward Thompson Paper Company 
Plymouth Paper Company, Inc. 
Houston Paper Company 
Southwestern Paper Company 

The Cincinnati Cordage & Paper Co. 


. American Paper & Supply Company 


Century Paper Company 


Crown Paper & Bag Co. 
Central Paper Company 
Jacksonville Paper Company 
Gotham Card & Paper Co., Inc. 


Butler Paper Company 
The Cincinnati Cordage & Paper Co. 


Goodwin Paper Company 
. Berry Paper Company 


‘The Cincinnati Cordage & Paper Co. 


Arkansas Paper Company 
Etex Paper Co. 
Butler Paper Company 


Louisville, Kentucky 


Macon, Georgia . 
Memphis, Tennessee 
Miami, Florida .. . 
Milwaukee, Wisconsin .. 
Milwaukee, Wisconsin 
Minneapolis, Minnesota 
Minneapolis, Minnesota 
Minneapolis, Minnesota 
Mobile, Alabama . 
Monroe, Louisiana fa 
Montgomery, Alabama . 


Nashville, Tennessee . 
Newark, New Jersey . 


New Orleans, Louisiana .. 


New Orleans, Louisiana 
New York, New York 
New York, New York .. 
New York, New York 
New York, New York 
New York, New York 
New York, New York 
New York, New York .. 


Oakland, California 
Ogden, Utah .. 
Oklahoma City, Oklahoma 
Omaha, Nebraska 
Orlando, Florida 


Peoria, Illinois 
Philadelphia, Pa. 
Philadelphia, Pa. 
Philadelphia, Pa. 
Phoenix, Arizona 
Pittsburgh, Pennsylvania 
Portland, Oregon , ; 
Providence, Rhode Island 
Pueblo, Colorado 


Raleigh, North Carolina 
Reading, Pennsylvania 
Richmond, Virginia 
Rochester, New York 


St. Louis, Missouri 

St. Paul, Minnesota 
St. Paul, Minnesota .. 
Salt Lake City, Utah 
San Antonio, Texas . 
San Diego, California 
San Francisco, California 
Savannah, Georgia 
Scranton, Pennsylvania 
Seattle, Washington . 
Shreveport, Louisiana 


Sioux Falls, South Dakota 


Spokane, Washington 
Springfield, Missouri 
Tacoma, Washington 
Tallahassee, Florida 
Tampa, Florida 

Terre Haute, Indiana 
Texarkana, Texas 

Toledo, Ohio 

Tulsa, Oklahoma 

Tyler, Texas ‘ 
Walla Walla, Washington 
Washington, D. C. 
Wheeling, West Virginia 
Wichita, Kansas 
Williamsport, Pennsylvania 
Worcester, Massachusetts 


New York, New York 
New York, New York 
San Juan, Puerto Rico 


Superior Paper, Inc. 


. The Macon Paper Company 
. Memphis Paper Company 
. Everglade Paper Company 
Standard Paper Company 
. Universal Paper Company 
. Butler Paper Company 
Martin Falk Paper Co. 

. The Paper Supply Co., Inc. 
Partin Paper Company 

. Louisiana Paper Company, Ltd. 
. W. H. Atkinson - Fine Papers 


. Bond-Sanders Paper Company 
eal The Paper Mart, Inc. 
; ' Butler Paper Company, Inc. 


et: The D and W Paper Company, Inc. 


. Bishop Paper Company, Inc. 

. Greenwich Paper Corporation 

; Herman Grover 
. Marquardt & Company, Inc. 

. Hobson Miller Paper Co., Inc. 
Saxon Paper Corporation 
Walker-Goulard-Plehn Co. 


Pacific Coast Paper Company 


‘American vw & Supply Company 


. Oklahoma Paper Co. 
Field Paper Co. 
. Central Paper Company 


J. w. Butler Paper Company 


; Philadelphia Card & Paper Co., Inc. 


Rhodes Paper Company 

. Schuylkill Paper Company 

..... Butler Paper Company 

. The Central Ohio Paper Company 
West Coast Paper Company 

. Providence Paper Company 

. Butler Paper Company 


Raleigh Paper Company 

M. J. Earl Co. 

Southern Paper & Supply Co. 
Economy Paper Company, Inc. 


Butler Paper Company 

. Anchor Paper Company 

Martin Falk Paper Co. 

"American Paper & Supply Company 
Shiner-Sien Paper Company 

. Butler Paper Company 

. Pacific Coast Paper Company 

. Atlantic Paper Company 

s . Elm Paper Company 

‘ ‘ West Coast Paper Company 
. Louisiana Paper Company, Ltd. 
Sioux Falls Paper Company 
McGinnis Independent Paper Co. 

. Butler Paper Company 


. Allied Paper Company, Inc. 
Capital Paper Company 

; .. Tampa Paper Company 
Mid-States Paper Company, Inc. 
Louisiana Paper Company, Ltd. 
Paper Merchants Incorporated 

.. Beene Paper Company 

. Etex Paper Company 

.... Snyder-Crecelius Paper Co. 
The Barton, Duer & Koch Paper Co. 
Bat Clarke Paper Company 
; Butler Paper Company 
Susquehanna Paper & Box Corp. 
Bancroft-Worcester Paper Co., Inc. 


EXPORT 
. Champion Paper Corporation, S. A. 


Paper Corporation of United States 
Paper Corporation of Latin America 


PORT EDWARDS, WISCONSIN 


Mills at Port Edwards and Nekoosa, Wisconsin, and Potsdam, New Yerk 


/ 2 COLOR OFFSET PRESS / 2 ON SHEET 23X35 / 5,000 IMPRESSIONS PER HOUR 





liest postmark will be eligible for judg- 
ing. Send entries in duplicate. 
Closes July 31, 1960 


DMAA Leaders 


Sponsored by the Direct Mail Advertis- 
ing Assn., 3 E. 57th St., New York 22. 
Open to every producer of direct mail 
advertising. Entrants are allowed to sub- 
mit as many campaigns as they like in 
three categories; industry, retail, and 
service. Each entry must include five 
copies of mailings made after August 5, 
1959. Write DMAA for entry blanks. 
Closes August 1, 1960 


OCTOBER, 1960 


Oct. 1-31 


Let’s Go Hunting . . . sponsored by The 
Sporting Goods Dealer, 2018 Washing- 
ton Av., St. Louis 3 

National Restaurant Month . . . spon- 
sored by Natl. Restaurant Assn., 1530 
N. Lake Shore Dr., Chicago 10 

National Science Youth Month . . . spon- 
sored by Science Service, 1719 N St., 
NW, Washington 6 


Cheese Festival . . . sponsored by Amer 
ican Dairy Assn., 20 N. Wacker Dr., 
Chicago 6 

Rice Harvest Festival . . . sponsored by 
The Rice Industry, 2171 Portsmouth, 
Houston 6, Tex. 


Oct. 1-17 


Housewares Festival . . . sponsored by 
Natl. Retail Hardware Assn., 964 N. 
Pennsylvania St., Indianapolis 4, Ind. 


Oct. 2-8 


National Lath and Plaster Week .. . 
sponsored by Natl. Bureau for Lathing 
and Plastering Inc., 311 Tower Bldg., 
1401 K St., NW, Washington 5 

National Pharmacy Week (tentative) 
. . . sponsored by American Pharma- 
ceutical Assn., 2215 Constitution Av., 
Washington 7 


Oct. 5-10 


Better Living Week . . . sponsored by 
McCall's, 230 Park Av., New York 17 


Oct. 6-15 


Furniture Fashion Festival . . . spon- 
sored by Home Furnishings Industry 
Committee, 666 Lake Shore Dr., Chi- 
cago 


Oct. 9-15 


Y-Teen Roll Call Week . . . sponsored 
by Young Women’s Christian Assn., 
U. S. A., 600 Lexington Av., New York 
22 

National Fire Prevention Week .. . 
sponsored by Public Relations Dept., 
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CORRUGATED 


GOES 


Here is a report on what has been 
happening to the once-lowly ship- 
ping carton, and how you can use 
modern techniques to help yourself. 


Make Your 
Paper Merchant 


Part of Your Team 


All over the country, buyers of paper 
are getting help from the skill and 
knowledge of their paper merchants. 
Here’s how to make the maximum use 
of your merchant. 


How to Buy 
Desk-Top Filmstrip Projectors 


The portable filmstrip projector, in an at- 
tache case or other convenient form, is be- 
ing used more and more by some of our 
largest advertisers, like IBM and Interna- 
tional Harvester. Here is why, with a list of 
the factors you should consider before buy- 
ing, and details of the models available on 
today’s market. 


July 1960 + @- 1 
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STOP 
BUYING 
ENVELOPES 


Whether you sign purchase or- 
ders or business letters, you've got 
a big stake in the envelopes your 
company uses. 


Why is envelope buying so im- 
portant? Because getting the right 
envelope can make a big dollar- 
difference in the operation of a 
business. 


The right envelope is right in qual- 
ity, design, construction and tai- 
lored to its job. It performs without 
waste! No stuck flaps or windows. 
Trouble-free inserting. Jam-free me- 
tering. Speedier mail room han- 
dling right down the line. 


How to select the right envelopes? 
Get in touch with your Tension rep- 
resentative. He’s a specialist, with 
the accumulated know-how of thou- 
sands of envelope problems eco- 
nomically solved. His time costs 
you nothing. His advice can pay 
you well. 


Want new envelope ideas? Send for 
FREE Idea Kit. 


TENSION ENVELOPE Corp. 
815 East 19th Street 
Kansas City 8, Missouri 


Kansas City e« Ft. Worth e« Des Moines 
Minneapolis « St. Louis « So. Hackensack 


ED. 


Please send me Envelope idea Kit No. 4 


Tension Envelope Corp. 
815 East 19th St. 
Kansas City 8, Mo. 


SI csineenctnerantimenmnmmintniniagepemnsbiatinenetannes 
Company. 
I siilicnntihintith iia ceeatinincnniiaepeiiiaiteiees 
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Natl. Board of Fire Underwriters, 85 
John St., New York 38; Natl. Fire Pro- 
tection Assn., 60 Batterymarch St., Bos- 
ton 10; The Chamber of Commerce of 
the United States, Washington 
International Pizza Week . . . spon- 
sored by Intl. Pizza Club, Box 213, New 
York 1 


Oct. 12 
Columbus Day . . 
lamation ) 


. (Presidential Proc- 


Oct. 15 
Sweetest Day . . . sponsored by Natl. 
Committee for Sweetest Day, U. S. As- 
sociated Retail Confectioners, 221 N. 
LaSalle St., Chicago 1 


Oct. 15-21 (Tentative) 
National Newspaper Week . . . spon- 
sored by Newspaper Assn. Managers 
Inc.; c/o Nebraska Press Assn., 129 N. 
9th, Lincoln, Neb. 


Oct. 15-22 
National Wine Week . . . sponsored by 
Wine Institute & Wine Advisory Board, 
717 Market St., San Francisco 3 


Oct. 15-30 
Kraut, Pork ’n Apple Dinner Season 
. . . sponsored by Natl. Kraut Packers 
Assn., 202 S. Marion St., Oak Park, Il. 


Oct. 16 

Father-in-Law Day . . . sponsored by 
Natl. Assn. Gagwriters, Comedy World 
Publishing Co., Box 835, Grand Cen- 
tral Station, New York 17 

National Thrift Week . . . sponsored by 
Natl. Thrift Committee, 121 W. Wacker 
Dr., Chicago 


Oct. 17-21 
National Safety Congress . . . sponsored 
by Natl. Safety Council, 425 N. Michi- 
gan Av., Chicago 11 


October 17-22 
American Youth Foot Care Week... 
sponsored by American Foot Health 
Foundation, c/o Dr. Sidney Hirschberg, 
Exec. Dir., 107-07 Continental Av., 
Forest Hills 75, N. Y. 


Oct. 17-23 
National Fish ’n Seafood Week . 
sponsored by Natl. Fish ’n Seafood 
Week Committee; 1614-20th St., NW., 
Washington 9 
Vational Bible Week . . . sponsored by 
Laymens Natl. Committee Inc., 165 W. 
46th St., New York 36 


Oct. 18 
Alaska Day . . 


territory) 


. (transferred to U. S. 


Oct. 18-25 
National Donut Week . . . sponsored by 
Natl. Donut Week Committee, c/o Bert 
Nevins Inc., 152 W. 42nd St., New 
York 36 


Oct. 20 
International Credit Union Day 


sponsored by Credit Union Natl. Assn., 
Madison 1, Wis. 


Oct. 20-29 
National Macaroni Week . . . sponsored 
by Natl. Macaroni Institute, 139 N. Ash- 
land Av., Palatine, Ill. 


Oct. 16-22 
National Downtown Week . . . spon- 
sored by Natl. Downtown Week Inc., 
125 E. 23rd St., New York 10 


Oct. 23-29 


United Nations Week . . . sponsored by 
American Assn. for the United Nations, 
345 E. 46th St., New York 

National Cleaner Air Week . . . spon- 
sored by Air Pollution Control Assn., 
2901 Union Central Bldg., Cincinnati 2 


Oct. 24 
United Nations Day . . 


. (Presidential 
Proclamation) 


Oct. 24-29 
National Honey Week . . . sponsored by 
American Honey Institute, Commercial 
State Bank Bldg., Madison 3, Wis. 

Oct. 27 
Navy Day . . sponsored by Navy 
League of the United States, 401 Mills 
Bldg., Washington 6 

Oct. 29-Nov. 4 
National Pretzel Week . . . sponsored 
by Natl. Pretzel Bakers Institute, Cherry 
Lane Farm, Star Route, Pottstown, Pa. 


Oct. 31 
Hallowe’ en 


ine 
Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


JULY 


7-12 . . . Professional Photographers of 
America, Conrad-Hilton, Chicago 


10-14 . . . American College Public Rela- 
tions Assn., Sheraton Park, Washington, 
D.C. 


11-15 . . . Outdoor Advertising Assn., of 
America, Royal York, Toronto, Ont. 


11-16 . . . World Congress of Outdoor 
Advertising, Toronto, Canada 

17-23 . . . Public Relations Society of 
America and University of Wisconsin 
School of Journalism Institute, University 
of Wisconsin, Madison 


AUGUST 
2-5 .. . Advertising Age Creative Work- 
shop, Palmer House, Chicago 


6-9 . . . National Audio Visual Assn., 
Morrison, Chicago 


7-10 . . . International Assn. of Printing 
House Craftsmen, Biltmore, Atlanta 


21-26 .. . Gift Show, Trade Show Bldg., 
New York 

25-28 . . . Advertising Specialty National 
Assn., Palmer House, Chicago 


SEPTEMBER 


11-14 . . . Produce Packaging Exposition 
... Americana, Miami Beach 


12-15 . . . Premium Show, Astor-Manhat- 
tan, New York 


17-20 . . . Mail Advertising Service Asso- 
ciation International, Sheraton Cadillac, 
Detroit 


18-21 . Fall Meeting, Natl. Paper 
Trade Assn., Conrad Hilton, Chicago 





REPRINTS 


to help you 


Please order reprints by number. Unless another price is given, each 
sells for 25c. In lots of 10 of any one reprint, the price is 20¢ each; lots 
of 50 or more, 1 5¢ each; lots of 100 or more, 121/2¢ each. 


Advertising Specialties 


307 A Basic Guide to Specialty Advertising 
What every adman should know about tnis medium — a Best of AR feature 
291 This is the Spec.aty Industry — by Robert B. Konikow 


A guide to the buying of specialties 
283 How to Buy Your Business Christmas Gitts — by Robert B. Konikow 


A basic guide to the ethics and techniques of company gift-giving 


Art 


256 How to Buy Graphic Arts Materials — by Donald Davis 


A guide to help graphic arts buyers 
236 A Code of Ethics for Art 
The official code of ethical practices in buying art 


Audio-Visuals 


303 A Basic Guide to Business Films 


Checkpoints in planning, production and distribution of motion pictures 
262 How to Get More from your Film Budget — by fred A. Niles 


A producer tells how you can make your dollar go farther 
224 The Art of Communication — by Richard A. Naumann (5c) 


A tour-part series teaching admen production techniques and uses of audio-visuais 


Design 


290 Design for Corporate image — by Hap Smith 
A designer telis how to develop your own prosram 
Direct Advertising 


304 A Basic Guide to Direct Mail 


Planning, procedures and checklists for more effective mailing 
293 How to Get More for your Direct Mail Doliar 


What direct mail can do if you use it properly 
261 How to Get an Effective Christmas Card — by Bette Macon 


Some practical suggestions to improve your greetings 
254 Peek-a-Boo Envelopes Can Sell 


How alert advertisers are using envelopes with the extra window 
248 Can You Afford to Run Your Own Lettershop? 


— by Francis S. Andrews 
240 Making an Effective Direct Mail Package — by William Baring-Gouid 
An expert from Time Inc. gives some practical suggestions 
214 Are Amateurs Ruining Direct Maii? — by Dick Hodgson 
A provocative approach to the growing demand tor professionalism in this medium 
172 202 Tips for Direct Mail Advertising (50c) 


A 16 page booklet representing AR’s two special articles on direct mail advertising 


Engraving 


112 Do’s and Don'ts for Better Engraving 
Replies to an AR survey give practical suggestions for cutting costs 


Exhibits 


309 105 Ulcer Reducers for Exhibitors 


A Best of AR féature, this is a practical checklist for exhibit users 
280 100 Suggestions for Exhibitors 


A checklist of helpful hints for conventions and trade shows 
265 The Magic City 


A Georgia bank devised an unusual exhibit in a trailer to tell its story 
250 How Traveting Exhibits Build Good Will — by Mildred Weier 


How Southwestern Bell Telephone handles display units 
192 Exhibit Photos — How to Put Ti.em to Work 


How a number of exhibitors use photos of their trade shows 
191 How to Get Mere from Your Trade Show Doliars 


— by William S$. Orkin 
Tips on building traffic and planning follow-through for your exhibits 
178 The Growing Importance of Fairs as an Advertising Medium 
—- by James Joseph 
Fairs have become a product showcase and a selling place 
146 How to Get the Most Benefit from Trade Shows 
Excerpts from Monsanto's exhibit manual gives many practical hints 


House Organs 


292 When an Agency Edits an External 
The story of an industrial house organ edited by an agency 


Publicity & Promotion 


283 How to Buy Your Business Christmas Gifts — by Robert B. Konikow 
A basic guide to the ethics and techniques of company gift-giving 

281 The AR Promotion Almanac for 1960 ($1) 
A list of special days, weeks and months for the entire year 
279 Report of the 1959 Sales Promotion Executives Assn. Ot 
Sales Promotion Comes of Age — by Dick Hodgson 
What is a Sales Promotion Executive — by Vernon C. Myers 
Sales Promotion in the Field — by Joe Norton 
Nine Ways to Get Sales Promotion Ideas — by Fred Ziegler 


and other highlights from the convention program 
278 The Johnson Story (50c) 


Three articles examine the sales promotion activity of this leading manufacturer 


of outboard motors 
277 The Mayflower Story — by Edward L. Van Ri 


A public service program that turned out to Ee eastinnt public relations 
274 The Sales Promotion Executive of the Year 
About Ken Ducan, winner of the AR-SPEA award, and his winning campaign 
271 How to Get your Film Shown on TV — by Jim Atkins 
A news editor gives some practical advice on film preparation 
268 Barnyard at the Waldorf — by Russel K. Crenshaw 
The story of Pfizer’s press show, which installed live animals in a hotel 
267 Disneylend Finds Solution to Tourist Promotion Problem 
An unusual house organ which promotes business for competitors builds Disneyland 
247 How Basketball Built a Company Name — by W. F. Walker 
An official of Vickers Petroleum tells how basketball built brand recognition 
185 How to Handle Relations with Radio, Television & Newsreels — 
by William G. Cox 
A guide to an effective publicity program for audio and visual media 
180 Getting the Most from Publicity Photos — by Leo Solomon 


Some practical hints on producing photographs that win space 


Signs 


244 Designing for Posters — by Garrett P. Orr 


Practical hints from a leading art director in this field 
216 How to Use Highway Signs 


A guide to the basic principles of outdoor advertising 


Reprint Editor 
Advertising Requirements 
200 E. Illinois St. 
Chicago 11, Ill. 


Please send me the reprints whose 
numbers are listed below. 





C] I enclose payment of 


(_] Please bill me (for orders of more than $2) 
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What About 
Shelf 
Extenders ? 


They sell lots of merchandise and 
dealers will use them. But certain 
requirements must be met. 


The one shown below was very 
successful. In fact one of the ad- 
vertiser’s salesmen dropped by 
just to tell us how much the retail- 
ers liked it. 


The success of this display pro- 
gram was no accident. It was the 
result of a careful study of the 
problem by the advertiser and our 
design group. 


This display has no exposed 
sharp corners and does not extend 
out too far. Two positive clamps 
attach it securely to the shelf. 
These features minimize the pos- 
sibility of injuries to shoppers. 
The sign has three way visibility 
and the copy ““This Week’s Fea- 
ture”’ enables the retailer to re-use 
the display for other specials. The 
amount of merchandise was right 
to insure fast turn-over. 


Retailers liked this attractive 
shelf extender, simply because it 
was designed to meet their re- 
quirements. Why not use our 
knowledge of these requirements 
on your next display program. 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY & SHELBY STS. or 24 SHELBY ST. 
INDIANAPOLIS 2, INDIANA 
Manufacturers and Designers of Displays from 


Wire in combination with other materials 
since 1945. 


OU 
I SOLVED IT 


Here’s your chance to turn an idea into a $10 bill. Have you 
solved a problem in advertising or sales promotion? Have 
you developed an ingenious way to make life and your job 
a little bit easier? Tell us about it, in 200 words or less, along 
with appropriate pictures or drawings. Send your idea to 
the Managing Editor, ADVERTISING REQUIREMENTS, 200 E. 
Illinois St., Chicago 11. The author of each one published 


will receive a $10 check. 


Soap Helps Artist 
Get Sharp Effect 


When you have to indicate re- 
verse copy or line art over a layout 
which has been rendered with col- 
ored grease pencils, always have a 
small piece of hard soap handy. In 
fact, a piece can be wedged into one 
of the openings in your palette. 

Before applying the water color 
to your brush, take your dampened 
brush and rub it around the soap a 
couple of times. Apply the paint and 
mix the two together on your palette. 
The soap will give the water color 
that adhering quality that is needed 
to give a clean, sharp line over 
greasy surfaces. 

Cuietus M. REep 

Avon Lake, Ohio 


Shadow Effect Formula 
Told by Type Director 


Frequently a type director or pro- 
duction man is called upon to fur- 
nish shadow effects on typefaces 
which normally are not supplied by 
type foundries in such unusual de- 
signs. While these demands can be 
filled by handlettering artists and 
sometimes by utilizing one of the 
various methods of type composi- 
tion on film, we have found a rela- 
tively simple and economical way 
to achieve the same special effects. 

The headline is set in regular 
metal type and two acetate proofs 
are pulled—one with white ink, the 
other in black. The white proof is 
then positioned over the black one, 
slightly higher and to the left, de- 
pending on the width of the shadow 
desired. The two proofs can be 
bonded by using a wax-backed 
acetate sheet that merely has to be 
burnished down to assure perma- 
nent positioning. 

This method can be utilized in 
offset or gravure printing, photoen- 
graving or in the preparation of 


transparencies or television titles. 
A toned or screened background is 
essential to give an outline to the 
white type. If a light background 
is used, the white portion of our 
shadow type may have to take a 
slight screen tint to be visible. 
Kuaus F. Scumivt 
Type Director, Doyle, Dane, 
Bernbach Inc., New York 


Desk Drawer Pin 
Cushion From Cork 


An ordinary large size cork will 
prove a handy desk drawer acces- 
sory as a pin cushion for frequently 
needed thumb tacks, brads, pins, 
needles, etc. In addition, the cork 
can be used as a polish dauber for 
cleaning office equipment and for 
removing dried rubber cement. For 


these uses, fasten a strip of felt or 
any suitable material needed for the 
task over the small end of the cork 
and hold it in place with a stout rub- 
ber band. It can be used either to 
apply or remove polish. 

* Gtuen F. STmtwe.i 

Manhattan Beach, Cal. 


Formula For Reducing 
Photo Caption Errors 


In a newspaper, photo caption 
materials go one way (composing 
room) and photo itself goes another 
(photo engraving); most of the time 
they are joined together, correctly, 
in the paper. 

Occasionally, however, the wrong 





engraving sits incongruously on the 
wrong caption. And too often, also, 
when the photo has been seen by 
the editors and sent along to the 
library, all trace of caption and 
identification has disappeared— 
which means that the photo loses 
a good potential value because it 
is not filed for possible later re-use. 

Solution of this problem was de- 
sign of a different type photo-cap- 
tion sheet, which duplicates caption 
copy on a sheet which is per- 
manently attached to the photo, and 
also to a sheet which is easily re- 
movable for sending to the compos- 
ing room, rewrite desk or the waste 
paper basket without destroying the 
photo identification. 

Regular legal size sheets (trimmed 
slightly to 74x13” dimensions) are 
perforated across the middle and 
pre-printed with duplicate headings 
on each end, one right side up, the 
other upside down. When the cap- 
tion is produced, multilith mat (or 
mimeo stencil) is typed twice. In 
this way, half the caption sheet is 
permanently attached, with rubber 
cement, to the photo; the other half, 
containing exactly the same infor- 
mation, folds neatly up over the 
face of the photo in transit, and is 
easily removable when ready for 
use. 

Jor ScHOLNICK 

Director of Public Relations, 

Brown-Forman Distillers Corp., 

Louisville, Ky. 


Doing Work in Office 
Saves Printing Costs 


We had an offset printer bid on 
1,000 each of 10 forms we needed 
revised. With new artwork and rul- 
ings, his quotation came to $800 or 
8c a sheet for this job. 

Since this seemed entirely too 
much for forms, as vital as they 
were, we checked to see how we 
could do it for less. And we found 
the answer right in our own office. 

Our forms are now completed 
and the total came to only $200, in- 
cluding labor, because we used pho- 
to stencils on our stencil duplicator. 
Figuring the same man-hours for 
running, collating and padding, a 
similar re-run later will still cost 
much less than our offset printer 
can do it, and the quality of these 
jobs excels some of his previous 
work for us. Our waste was less 
than 7 or 8 sheets per 1,000. 

This is the largest and most ex- 
acting job we've tackled on our 
stencil duplicator, but it gave us 
perfect registration, so we'll be 
using it even more from now on. 


Ep Warp 
Whittier, Cal. 





FOR IMPACT! 


light from 6 to 36 point 

medium from 6 to 84 point 

bold from 8 to 84 point 
extrabold from 8 to 84 point 
light italic from 8 to 36 point 
medium italic from 8 to 36 point 
bold italic from 8 to 66 point 


for complete 
information write on 
your letterhead to: 


BAUER ALPHABETS, INC. 
235 East 45th Street, New York 17, N. Y. 


OXford 7-1797-8-9 


BOT 


VE> 


regular 





LECTRONICALLY vail 4 O 


VIRGIN VINYL 


O 
ZIPPER 


B QUANTITY COSTS: 

§§ (Logo or imprint 
printed FREE, 

8 Please supply art). 
(Silk screening,gold stamping, embossing available) 


100-250 $ .55 $ .65 
500 $ .52 §$ .62 


acer kknc 


FIRM_ 
10%x15V2 12x16 ADDRESS___ 
CITY 
1000 $ .50 $ .60 ZONE__ 


2 RE PG Se OR UO a Pe ee Sey 


AMERICAN THERMOPLASTIC Co, 
425 Ist Ave., Pittsburgh 19, Pa. 


Please send my free briefcase in (circle 
one) rede greene tane browne navy « black 


Also enter my order for__ more 
(quantity) 


in_____, subject to approval of sample. 
(color) 
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UNFAIR TO 
COMPETITION! 


ecause your 
"SILK SCREENED 
PoP material gets 
such terrific 
placement 


+ cards, banners, 
mpetition beat by 
screen process 


Your posters, counte 
packages, etc., have co 
when they're silk 


longer. And, W 

cost is increasing! 
matter how large 
silk screening peat ¥ 
the punch. 


Why not call in your screen process 
printer today—he is a helpful 
source of ideas on all display jobs! 


3 tHe 

. 

; NAZ-DAR 
COMPANY 
Manufacturers of 
“intensified 
pigmentation” screen 


process inks 


461 Milwaukee Avenue « Chicago 10, lilinois 
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@ Alcoa’s Book of Decorations, by 
Connie Van Hagen; Golden Press, 
New York, 93 pages $1.95 .. . This 
book is a collection of easy-to-make 
aluminum foil decorations for holi- 
days and special occasions the year 
round. It is well-illustrated showing 
both the finished product and step- 
by-step instructions. It also contains 
actual-size patterns. 

The use of color throughout the 
book is wonderful and most of the 
illustrations tempt the reader into 
trying his hand at the decorations. 
While the ideas are basically for 
home entertaining, several of them 
would make good store or window 
display pieces for special promotion 
purposes. A paper edition of this 
book is priced at $1. B.M. 


© Engineering and Technical Con- 
ventions 1960, prepared by Deutsch 
and Shea Inc.; Industrial Relations 
News Inc., 230 W. 4th St., New York, 
44 pages, $4 per year including sup- 
plement ... A listing of over 100 
scientific and engineering societies, 
from January through December, 
1960, with advance information on 
meetings through 1964. 

The work includes an appendix 
which lists, in alphabetical order, 
the organizations whose meetings 
appear in the edition, their ad- 
dresses, and the name and title of 
the person to contact for further in- 
formation. E.S. 


® Watching out for Dulie, by David 
Westheimer; Dodd, Mead & Co., 
New York, 235 pages, $3 .. . If this 
is an accurate description of a tv 
junket or not may be argued, but 
the report, written by the tv-radio 
editor of the Houston Post, is pleas- 
ant and amusing. 

The novel is based on a trip to 
see the filming of a hypothetical tv 
series, “Ivanhoe,” in England, on 
which an assortment of newspaper 
men (and women, of course) ac- 
complish an undefined amount of 
work and fun. 

It is a simple, and not too bitter, 
novel, to be read with tongue in 
cheek and drink in hand. R.B.K. 


© Encyclopedia of American Asso- 
ciations, Geographic Index; Gale 
Research Co., 1116 Book Tower, 
Detroit 26, 172 pages, $15 . . . This 


book lists by state and city all na- 
tional associations, professional so- 
cieties, labor unions and other non- 
profit organizations listed in the 
basic “Encyclopedia of American 
Associations,” which is arranged by 
subject. 

Each entry includes the name, 
address of the association and the 
name and title of the chief official. 
Other information has not been re- 
peated from the main volume. 

Three cities contain about one- 
half of all headquarters, with New 
York’s 1,921, Washington’s 869 and 
Chicago’s 609 leading the country. 

R.B.K. 


© Profitable Newspaper Advertis- 
ing, by Edmund C. Arnold; Harper 
& Brothers, New York, 136 pages, 
$4.50 . . . The ubiquitous Mr. Arnold 
is heard from again. The author of 
Functional Newspaper Design, edi- 
tor of the Linotype News, associate 
editor of The Quill, contributing 
editor to several newspaper and 
printing publications, consultant 
on newspaper advertising and de- 
sign, now has written a book on 
newspaper advertising directed to- 
ward the retailer. 

All of the basics of advertising 
layout, copy and planning are ex- 
plored by Mr. Arnold and some ad- 
vance theory is passed along also. 
As in all his writings, Mr. Arnold 
deals from the point-of-view of the 
expert but unlike some others of 
the breed, he is never dry, pompous, 
or pedantic. 

If newspapers would buy this 
book in large quantities and pass it 
out to their retail advertisers, the 
benefits to both publication and ad- 
vertiser would soon become evident 
in better advertising, prepared 
without loss of time and money, and 
more productive in performing the 
basic function of advertising—sell- 
ing. E.S. 


e Paper The Fifth Wonder, by J. H. 
Ainsworth; Thomas Printing & 
Publishing Co., Kaukauna, Wis., 
352 pages, $5 . . . As indicated by 
the title, this book tells all about 
paper. The publisher has provided a 
good index and chapter headings so 
that it can fulfill its basic function 
as a reference book. 

Of value are a series of charts 
and tables listing such things as 
proper temperature relations be- 
tween delivery of paper and the 
opening of cartons in which it was 
shipped, a table listing proper 
amounts of paper per carton, ream 
weights, and other specifications. 
And the author covers the origins 
of paper, all procedures of its man- 





ufacture, proper ways of storing 
and shipping and its use in the 
graphic arts. 

This should be a valuable work- 
ing tool for anyone working in or 
with the paper industry and for 
that matter, the graphic arts. E.S. 


© The Audio-Visual Equipment Di- 
rectory, edited by James W. Hulfish 
Jr.; Natl. Audio-Visual Assn., Fair- 
fax, Va., 265 pages, $4.75 ($4.25 with 
cash) . . . Larger than ever before, 
the 6th edition of this useful guide 
has added a section on language 
laboratory systems and on trans- 
parency-making equipment. 

More than 600 different models 
of equipment are described and 
illustrated in the book, with weight, 
price, source and other information 
listed for each. It is indispensible 
for anyone who buys or specifies 
projectors and other audio-visual 
devices. R.B.K. 


® Directory of Advertising, Market- 
ing, and Public Relations, edited and 
compiled by Elon G. Burton; Ad- 
vertising Federation of America, 250 
W. 57 St., New York 19, 90 pages, 
$3... The first edition of this work, 
issued in 1931, studied 656 institu- 
tions, found that 291 offered courses 
in advertising, selling, retailing and 
related subjects, and gave 4,825 se- 
mester or quarter credit hours for 
work accomplished in 1,556 courses. 

The 1960 work studied 1,043 in- 
stitutions, found that 910 offered 
courses in the described subjects, 
and gave 28,112 semester or quarter 
credit hours for work accomplished 
in 9,018 courses, a proven record of 
growth in quantity and an indica- 
tion, we hope, of a growth in qual- 
ity. E.S. 


© Testing: the Scientific Approach 
to Direct Mail, prepared by the Re- 
search Committee, Direct Mail Ad- 
vertising Assn., under the director- 
ship of Wm. Arkwright Doppler, 
Ph.D.; Direct Mail Advertising 
Assn., 3 E. 57 St., New York 22, 25 
pages, $5 ($2.50 for DMAA mem- 
bers) ... A new and revised edition 
of this work, first issued in 1953, 
discusses in detail various aspects of 
list samplings and test mailings. 
Dr. Doppler says “. . . testing is a 
tricky business.” However, it is 
much easier if you read this work 
first. In these 25 pages are a treas- 
ure-trove of information about a 
subject often treated with hunch and 
expediency. A must for any user of 
direct mail. E.S. 





MEYERCORD 


re A te Krams 


DRI-MARK ... is Meyercord’s newly perfected, custom-processed 
line of PRESSURE SENSITIVE signs and trade marks developed specifically 
for the requirements of durable Truck Signs, Window Signs, Nameplates, 
and Product Markings for indoor and outdoor use on both light and heavy 
equipment. These startling new films include: 


ANY, ATHENS, TENNESSEE, U.S. 


pax VC ae 
DRI- ARK 


DE These high tensile strength PRESSURE SENSI- 
on. TIVE films and laminates give the greatest pos- 
sible latitude and flexibility to the Meyercord line 


of products, adaptable to all of your sign needs. 

eee DRI-MARK Decals are processed with Meyer- 

VI NY cord’s own exclusive PRESSURE SENSITIVE ad- 
L 


hesive—another development of the firm that for 
64 years has maintained the world’s undisputed 
leadership in development and production of 
DRI IH A R K Decal products. 
Meyercord’s in-plant Research, Art, Production 
and Service facilities assure the most careful proc- 
essing and quality control. Remember, when it's 


a i AR K DRI-MARK it’s MEYERCORD! 
MIRRO-Cax — 


ie ima 3 with MEYERCORD 


RI-MARK | COLORGARD70° 


Now ... all Meyercord DRI-MARK films are protected by 
MIRR COLORGARD 70... . Meyercord’s exclusive laboratory- 
0-CaL * = and perfected Geer -— coat—the toughest, most 
A mirrorized viny! Mylar* laminate durable — = produced for the ad and transferable 
iim industry. Thoroughly tested! 


-BRLMARK Soro 


Whatever your sign needs, you owe it to yourself to 
investigate Meyercord’s complete line of products. Our 
factory trained representatives will be glad to assist you 
in selecting markings for any particular requirement. 


the MEYERCORD co. 


i } ak At Dept. N-207, 5323 West Lake Street, Chicago 44, Illinois 


ete 


Fe eS ww we ee ee 
uly THE MEYERCORD CO. 
i iy | [ Dept. N-207, 5323 West Lake Street, Chicago 44, Illinois 
We are interested in the following: (please check) 
me 1) f i LZ Point-of-Sale signs (0 Nameplates and product markings 
(C0 Truck signs and lettering eA icherecliadhcenenspeeutenseamishnnseaitaindnninsiecnatia 
ee Name 
Firm Name 
Address. 
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IDEAS FOR 
BUILDING SALES! 


601 W. 26 St., 


VUE-MORE $ New York 1. 


Rush a copy of your new Catalog. 


Company 
Address 
City 


A terrific new 
catalog describ- 
ing the complete 
line of VUE- 
MORE | display 
turntables and 
BREVEL anima- 
tion motors. 


Write for your copy today. 
Use the handy coupon above! 


VUE-MORE Turntables are: 
Quiet 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 

U-L APPROVED 


AND FOR YOUR ANIMATED DISPLAYS: 


Quiet, versatile, efficient Brevel motors 
are designed for maximum power and 
precise movement—yet compact enough 
to be used in any motion display. 
Write today for details. 


VUE-MORE CORPORATION 


aa a 


WEST 26th STREET 


PRECISION MADE | 





One Reader to Another 


e We recently faced the s»me proh- 
lem posed by R. E. Kessler of 
Diamond Chain Co., Indianapolis— 
that of a small quantity of reprints 
of our advertisements. 

We are making monthly mailings 
to our salesmen of a particular 
series of advertisements and while 
we have our own company print 
shop, the quantity of reprints is so 
small that it scarcely seemed worth- 
while to make a special run. 

Our solution? We asked our en- 
graver to furnish us with an addi- 
tional quantity of engraver’s proofs. 
We cut them to size—mail them out 
—and our purpose is served (in- 
expensively). 

If Mr. Kessler hasn’t already 
found another solution, perhaps this 
will be helpful. 

Bernice B. Downs 

Advertising Manager, The Arco 

Co., Cleveland 


More on Balloons 


e In reading the excellent article 
“How to Buy Balloons” in your 
April issue, I was disturbed to note 
that our firm was not listed in the 
directory of leading suppliers. 

We have produced advertising 
balloons (as well as other adver- 
tising specialties) for many years, 
marketing these both direct and 
through advertising specialty dis- 
tributors. Our balloon production 
facilities are among the most ex- 
tensive in the country, and we man- 
ufacture a variety of other rubber, 
vinyl or polyethylene toys and 
novelties. 

Perhaps you will wish to call this 
fact to the attention of your readers. 
We are sure that the omission of 
our firm from the directory was an 
inadvertent one, and I certainly 
would like to congratulate your or- 
ganization on the balloon article. 

A. L. GursHa 

President, Bayshore Industries 

Inc., Elkton, Md. 


Screen vs. Tint 


e This may appear to be an ele- 
mentary question, but it is one that 


perhaps many people in the graphic 
arts business do not agree upon in 
their answers. 


Question . . . Is a given tint identical 
to the same tint value, regardless of 
screen used. For example, will a 
40% tint be as dark in a 65-line 
screen as in a 120-line screen? 


Argument that it is the same... A 
given percentage establishes the de- 
gree of off-white. In other words, a 
50% tone should be halfway be- 
tween black and white, regardless 
of screen, just as 100% is black for 
all screens. 


Argument that there is a difference 
. .. Considering the paper as white, 
the finer the screen used the more 
black dots, and hence the more 
breaking up of the over-all white. 
Therefore a 20% tone is darker in 
a 120-line screen than in a 100-line 
screen. 

I think that quite a few people 
might be interested in what light 
you can throw on this problem. 


Frank E. CuILps 
Asst. Advertising Manager, 
Philadelphia Quartz Co., 
Philadelphia 


(Its an intriguing question, and 
after arguing it out among our staff, 
we checked with some engraving 
experts, and here’s how we ended 
up. The degree of blackness pro- 
duced by a particular plate depends 
as much on the paper and the press- 
work as on the cut. When printing 
on a coarse stock, such as news- 
print, a coarser screen is used, some- 
what greater pressure when printing, 
and thus the dots tend to increase 
in size. This will make the same 
screen somewhat blacker on a 
coarser stock. 

In addition, the whiteness of the 
sheet, and its contrast with the black 





They were for your best girl. You found 
them growing in a vacant lot. And when 
you saw their bright colors, you thought : 
Oh, what a wonderful present! 

Neve! 


bouquet. Didn’t she say so herself? And 


in the world was there such a 


smother you with kisses till you nearly 
burst with love and pride? 
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Your image of love has grown more 
complex. But your sense of pride is still 
young and enthusiastic. It’s what made 
you turn out that rush printing job in 
record-breaking time. A darn good job, too. 

And if our good papers helped make it 
possible, who could blame us for feeling 


proud with you? 


HINE PAPERS 


STANDARD PACKAGING CORPORATION - BANGOR, ME 





Keeping one eye on quality— 
and the other on the budget ? 


Then Eastern’s Manifest line is your paper. Bond, Duplicator, 
Mimeo, or Ledger—take your choice. Economy priced, yet you get 


high bulk, even caliper and correct moisture content in all four. 


This means faster, trouble-free production. Brighter, more sparkling 


copies, too. 


Ask your 


EaSTean 


Eastern Franchised Merchant for samples of Manifest 
Papers in white and colors. Or write us direct. 


“= EASTERN FINE PAPERS 


EASTERN FINE PAPER AND PULP DIVISION * STANDARD PACKAGING CORPORATION - BANGOR, ME. 


Production facts: This insert lithographed on new, brilliant white Atlantic Opaque, Vellum finish, basis 80, on a 52 x 77 4-color press, 30 up at 
4,000 IPH. Sheet size 491/2 x 7634. Color sequence was yellow, red, blue, black. Press plates were deep etch aluminum from 175-line screen positives. 


EASTERN 
FRANCHISED 


MERCHANTS 


ALABAMA 


( 


BIRMINGHAM 
Sloan Paper Company 


SONNECTICUT 


BRIDCEPORT 
Lott-Merlin, Inc. 

EAST HARTFORD 

John Carter & Co., Inc. 
NEW HAVEN 
Whitney-Anderson 
Paper Co., Inc. 
STAMFORD 

Lott-Merlin, Inc. 


FLORIDA 


( 


MIAMI 
Coronet Paper Products Co. 


Southeastern Paper & Supply Co. 
,EORGIA 


ATLANTA 
Sloan Paper Company 


ILLINOIS 


CHICAGO 

Dwight Brothers Paper Co. 
Reliable Paper Company 
Empire Paper Company 


INDIANA 


FORT WAYNE 

The Milleraft Paper Co. 
INDIANAPOLIS 

Indiana Paper Co., Inc. 
MacCollum Paper Co., Inc. 


KENTUCKY 


LOUISVILLE 
The Rowland Paper Co., Inc. 


LOUISIANA 


NEW ORLEANS 
Alco Paper Co., Inc. 


MAINE 


PORTLAND 
C. H. Robinson Co. 


MARYLAND 


BALTIMORE 
Garrett-Buchanan Co. 
Leonard Paper Company 


MASSACHUSETTS 


BOSTON 

John Carter & Co., Inc. 

The Century Paper Co., Inc. 
Von Olker-Snell Paper Co. 
SPRINGFIELD 
Whitney-Anderson 

Paper Co., Inc. 


WORCESTER 
Butler-Dearden 
Paper Service, Inc. 


MICHIGAN 


DETROIT 
Chope-Stevens Paper Co. 


MISSOURI 


KANSAS CITY 

Wertgame Paper Co. 

ST. LOUIS 
Shaughnessy-Kniep-Hawe 
Paper Co. 

SPRINGFIELD 

Wertgame Paper Co. 


NEW HAMPSHIRE 


CONCORD 

John Carter & Co., Ine. 
MANCHESTER 

C. H. Robinson Co. 


NEW JERSEY 


NEWARK 
Central Paper Co. 
TRENTON 
Central Paper Co. 


NEW YORK 


ALBANY 

W. H. Smith Paper Corp. 
BUFFALO 

Franklin-Cowan Paper Co. 


JAMESTOWN 

The Millcraft Paper Co. 
NEW YORK 

Berman Paper Corp. 
Duplicating Papers, Inc. 
Inter-City Paper Co. 
Majestic Paper Corp. 
Geo. W. Millar & Co., Inc. 
Milton Paper Co., Inc. 
Pohlman Paper Co., Inc. 
ROCHESTER 


Genessee Valley Paper Co., Inc. 


NORTH CAROLINA 
HICKORY 
Snyder Paper Corp. 
HIGH POINT 
Snyder Paper Corp. 
CHARLOTTE 
Snyder Paper Corp. 
OHIO 
AKRON 
The Milleraft Paper Co. 


CINCINNATI 

The Johnston Paper Co. 

Merchants Paper Co. 

CLEVELAND 

The Millcraft Paper Co. 

COLUMBUS 

Sterling Paper Co. 

MANSFIELD 

Sterling Paper Co. 

TOLEDO 

The Millcraft Paper Co. 
PENNSYLVANIA 

ALLENTOWN 

Kemmerer Paper Company 

LANCASTER 

Garrett-Buchanan Co. 

PHILADELPHIA 

Garrett-Buchanan Co. 

Molten Paper Co. 

PITTSBURGH 

Darragh Paper Co. 

READING 

Garrett-Buchanan Co. 
RHODE ISLAND 

PROVIDENCE 

Narragansett Paper Co. 

John Carter & Co., Inc. 
TENNESSEE 

CHATTANOOGA 

Sloan Paper Company 
TEXAS 

DALLAS 

Olmsted-Kirk Company 

FORT WORTH 

Olmsted-Kirk Company 

HOUSTON 

L. S. Bosworth Co., Inc. 

Olmsted-Kirk Company 

waco 

Olmsted-Kirk Company 
VIRGINIA 

RICHMOND 

Virginia Paper Co. 
WASHINGTON, D.C. 

Virginia Paper Co. 
WISCONSIN 

MILWAUKEE 

Reliable Paper Co. 
MONTREAL, P.Q., CANADA 

Lauzier Paper Limited 
TORONTO, ONT., CANADA 

General Paper Company 





of the ink, will have an effect on 
the apparent darkness of the tone. 

It isn’t an easily answered ques- 
tion, but the consensus is that when 
you reduce the screen to accom- 
modate a rougher paper, you should 
also reduce the percentage of the 
tint if you wish to maintain the 
same grayness. As an illustration, 
we have asked our engraver to 
make us two 40% tint blocks, one 
in a 65-line screen and the other 
in a 120-line screen, and they are 
printed together here. Does this 
give you some notion of the diffi- 
culties of the question? . . . Ed.) 


WANTED 


AR’s source files provide the an- 
swers to most of the pleas for help 
that we get. Sometimes, however, 
we get a request that stumps us 
completely, or on which we feel we 
do not have enough information. 
The letters below fall in this cate- 
gory, and we are asking our readers 
to come to the rescue of our readers. 
Any information we get will be for- 
warded to the requestors, and will 
help to keep our files up-to-date 
for the next request... Ed. 


New Beginnings 


@ Can you send us any material on: 


1. How to open new businesses. 
2. How to open a branch office. 


We will appreciate any informa- 

tion you can give us on the above. 

H. Bunn WINTER JR. 

Winter, Horan and Associates, St. 
Louis 


Pre-Fab Poster Boards 


@ We are seeking sources for stand- 
ard 24-sheet poster boards to be 
furnished in prefabricated or knock- 
down form. Product desired would 
preferably be of metal; however, 
combinations of metal and wood 
would be considered. If you have 
names of such suppliers, we would 
appreciate your supplying them to 
us by return mail. 
J. A. KIRKLAND 
Kirkland, White & Schell, Atlanta, 
Ga. 


Tipped-On Mirrors 


e Because of your magazine’s 
wealth of information in every is- 
sue, we are turning to you with a 
hard-to-find-out type of question. 

We have designed a folder for 
one of our clients that has incorpo- 
rated into it a small (1%4x1%4’’) 
paper-type mirror. The mirror is 
to be tipped on. 

Could you tell us one or more 
sources where these mirrors may 
be obtained? We would certainly 
appreciate hearing from you con- 
cerning this problem. 

Daryt L. Carter 

R. J. Petersen Associates Inc., 

Waterloo, Iowa 


Self-Contained Lights 


@ We seek the name and address of 
manufacturers and/or distributors 
of light bulbs with a self-contained 
battery; the bulb lights on contact 
with metallic surfaces. 

These will be used in quantity by 
a brewery client, soon to introduce 
its new “Lite-Up” beer. Any help 
will be much appreciated. 

Gerorce O’DoNNELL 
The George O’Donnell Agency, 
Beacon, N.Y, 


Window Display Directory 


@ Can you advise me as to where I 

can obtain a listing of window dis- 

play installation services through- 

out the United States. Do you have 
such a list? 

A. P. DEWo.LF 

DeWolf Dealer Identification 


Service, Philadelphia 


(List of two in Chicago on the way. 
As for national listings, perhaps the 
National Assn. of Display Industries 
can help ... Ed.) 


Razor Blades 


e I am interested in purchasing a 
minimum of 5,000 single-edge razor 
blades. Can you suggest some 
sources? 


LesTER SCHRAGIN 
St. Louis 


Stuffed Monkeys 


© We are interested in purchasing 

100 or more stuffed monkeys ap- 
proximately three feet tall. 

ArtHur D. Duran Jr. 

Director of Advertising, Food 

Specialties Inc., Worcester, Mass. 








SE = KVR SAPS REGISTER TAPE 
The register mark on a roll of self- 
adhering cellophane tape... used 
by most artists, designers, engrav- 
ers, photographers and printers ... 
now in 2 sizes — $1.00 and $3.00 
at your favorite dealer. 


bienfang 


products corp. 
metuchen, n. j. 


PROGRESS 
ROP 


COLOR 
MATS 


(Glass-Fiber or Plastic) 


Hit Your Register Marks 
Right on the Nose! 


Superior shrinkage-resistance and 
superior register-preservation—tre- 
sulting from our materials and 
meticulous workmanship—are the 
reasons for more and more leading 
R.0.P. Color advertisers sending 
their plates to Progress. Want more 
information? Phone or write now. 


PROGRESS Pilate Making Company 
913 Filbert Street, Phila. 7 WA 2-0447 


os, 
—E 
. 
The PROGRESS + HANSON + PROGRESSIVE Group 
One of America’s Most Complete 
Graphic Arts Organizations 


Philadelphia - New York - Newark - Lancaster 
Wilmington + Baltimore - Washington - Richmond 
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NOT FOR SALE 


on the open market 


That’s right! Not every Tom, Dick, and Harry can buy 
ESPCO safety paper . .. it’s available only for our customers. 

ESPCO safety paper is manufactured under maximum 
security conditions in our Scranton plant and is used only 
in Eureka plants for the production of trading stamps and 
coupons. 

ESPCO safety paper is never sold outright to anyone... 
that’s one of its big advantages over anti-counterfeiting papers. 

Simple tests that a child could make prove the superior 


protective features of ESPCO safety paper. May we tell 
you more? 


EUREKA SPECIALTY PRINTING COMPANY 
530 ELECTRIC STREET * SCRANTON, PA. 


SALES OFFICES IN NEW YORK ® CHICAGO ® ST. LOUIS ®* DALLAS ® SAN JOSE ® LOS ANGELES 
CANADIAN SALES OFFICE IN PARIS, ONT. 


@T.M. Reg. in U. S. Pat. Off. 
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industry has produced some of this country’s 


How to 
introduce 
a new 


AUTOMOBILE 


By Haviland F. Reves 


The greatest concentration of spe- 
cial promotional activity in all ad- 
vertising is normally created around 
the introduction of anew automobile 
model. The intensive coverage of all 
major media is matched by the 
imagination and breadth of selection 
devoted to all available specialized 
media. 

Each company differs in its meth- 
ods, and creative minds in each 
spend the year dreaming up and ex- 
ecuting new ideas and devices, keep- 
ing constantly ahead of competition. 
For a case history study of the de- 
tails of presentation, Oldsmobile 
offers a good typical example. Here 
is a company fairly in the middle— 
definitely smaller in manufacturing 
capacity than the top three low- 


House Organ Spreads . . 


priced cars (whose programs may 
be considered as exceptional and in- 
dividual), Olds outsells several 
leading makes, including some low- 
priced lines, and is aiming in 1960 
at 6.9% of the American passenger 
car market. 


> Oldsmobile develops its plans for 
a new model presentation in three 
basic aspects—to the press, the pub- 
lic, and the dealers. Content and 
timing of all three are carefully 
meshed. A very large part of the 
advance promotional work is done 
before any of the new car models 
are in actual production—though 
the cars themselves must be avail- 
able for display and delivery across 
the country on announcement day. 

The press, as well as the dealers, 
know all the details about the new 


models by the time they arrive at 
the showrooms and are ready for 
unveiling. Further, the public knows 
just enough by that time about what 
is coming, through “teaser” release 
of details in the campaign, to have 
the incentive to come out to the 
showrooms, to look at and drive the 
new models. The immediate re- 
sponse of the public is a measure of 
how well the whole gigantic job has 
been done. 


> The first basic advertising decision 
is the selection of a theme to be 
used for the entire model year. The 
combined thinking of advertising 
and promotion men selected for 
Oldsmobile’s 1960 campaign “It’s 
mighty satisfying to own (or drive) 
an Olds.” All promotional efforts 
are built around or in some way re- 


. Two spreads from the ‘Rocket Circle’’ introduction of the new line 


+ the 
PR 
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lated to this theme. This technique 
gives the basic continuity of impact 
from the first hint of a coming model 
until the last 1960 is sold, whatever 
the media involved. 

Supplemental promotional themes, 
tied in with the basic, are also used. 
Typical are “The quietest ride you 
have ever tried” and “For the per- 
son who wants the finest the medi- 
um-price class has to offer.” 


Dealer Program . . The campaign 
directed to dealers is the first to 
swing into action, with those for the 
press and public following. Basical- 
ly this is designed to tell the dealer 
and his staff what the new car will 
be like, and to give thorough 
grounding to the sales organization 
in all points necessary for a highly 
concentrated selling effort right 
from the kickoff. 

The first stage of the dealer pres- 
entation is through direct mail. A 
series of basic items was sent out, 
each having a specific goal: 


1. A book of preliminary informa- 
tion . . This is the first detailed tip- 
off on what to expect in the new 
car, and covers essentially colors, 
models, upholstery, and other de- 
tails. Such advance information to 
dealers, as to the press, is in general 
confidential until announcement 


day. This book also serves as a buy- 
ing guide to the dealer in placing 


his order for different models and 
options, serving as a practical work- 
ing tool in this advance stage. 


2. The “What's New” book . . an 
Oldsmobile standby for years, 
mailed a little later, about a month 
ahead of announcement date. This is 
an illustrated, condensed report of 
advance new product information. 
The current edition also served as a 
product reference book, coming in 
handy pocket size and running 36 
pages. It is designed to meet various 
sales training problems encountered 
in dealerships in connection with the 
new models. 

An _ essential backup for this 
“what's new” material is a series of 
selling bees for retail salesmen. A 
proved feature of Olds policy since 
1936, these are held in each of the 
28 sales zones. The salesmen attend 
personally, and learn more about 
the new car through personalized 
presentations. To provide a worth- 
while incentive for diligent atten- 
tion and attendance, prizes are 
awarded to the salesmen who can 
demonstrate that they are best ac- 
quainted with the new product. 


3. The Feature Folio . . This is an 
attractive book in heavy binding, 
showing the new models and their 
individual features in full color. It 
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Printed Materials 
A wide variety of 
printed pieces is 
used each year, 
running from simple 
folder to elaborate 
four-color work. 


is now prepared in two volumes, 
upon suggestions made by dealers, 
to facilitate use. The first volume 
covers models and features, with a 
presentation of the product story. 
The second volume serves as a sep- 
arate color and trim album, incud- 
ing fabrics, which may be handily 
shown to prospects. 


4. A special pocket version, con- 
densed, of the Feature Folio . 
This was limited to specific infor- 
mation to enable a salesman to meet 
all customer inquiries quickly. This 
consisted of basic specifications (on 
cover); prices, colors, equipment; 
standard equipment on each series 
of models; color and trim; and 
specification breakdown. 


5. “Looking Ahead” . . This is the 
plan book, designed to assist the in- 
dividual dealer in his own planning 
for making the public announce- 
ment effective. It suggests a large 
variety of ideas which he can adapt 
for his own use. Successful plans 
used by dealers in previous years 
are detailed. Emphasis is given to 
proper scheduling and planning. A 
checklist of party ideas, hints on 
publicity, and suggestions on the 
use of local advertising in various 
media are included. 


6. “Preview” . . a folder of promo- 
tional material. This informs the 
dealer about a wide array of mate- 
rials which may be ordered through 
the home office, and encourages 
early placement of orders, so this 
material may be delivered in time 
to do the most effective job in his 
own local area. 


> This lineup of direct mail material 
effectively uses the dealer organiza- 
tion as a medium of distribution for 
advertising, since it is through this 
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or 


channel that the information is 
brought to the attention of the pub- 
lic. Emphasis is placed upon local 
dealer promotional activities, en- 
couraging the maximum use of time, 
space, and special media at the local 
level. This in turn makes the total 
car announcement program much 
larger than the bare statistics of the 
national program alone indicate, 
filling in important areas and bring- 
ing an attention-getting home town 
touch. 


Support for the Dealer Program 
- + Special material prepared by 
Olds and made available through 
the zone office to each dealer upon 
order, without charge, included: 


1. A catalog, and a condensed ver- 
sion known as a catalog folder, de- 
signed as sales assists, with suitable 
product information. 


2. A series of three 38x50” posters, 
designed for use in the showroom, 
stressing the key features of the 
line. 


3. Filmed 75-, 60,- 50,- and 20-sec- 
ond spots for pre-announcement use 
on local television stations. 


4. Two 20- and two 50-second tele- 
vision announcement spots, supple- 
mented by others for followup use. 
Also three minutes of Olds “running 
footage” for dealers’ own television 
shows. 


5S. Radio spot material, including 
transcriptions for 15-, 20-, and 50- 
second spots, 60- and 20-second 
spots for use live by local announc- 
ers, and radio scripts for dealers to 
use in connection with local auto 
shows. 


6. A four-color 24-sheet for out- 
door use, featuring the Holiday 
Scenicoupe. 





OLDSMOBILE 
FOR 1960 


> Dealers were given samples of the 
coming national advertising, pri- 
marily in newspapers. They were 
urged to secure tearsheet supplies 
from local papers and mail them to 
prospects over the signature of an 
individual salesman. 

Three special promotional items 
were also furnished to dealers: 


1. A comprehensive starter kit in- 

cluding: 

@ 100 pre-announcement and fol- 

lowup postcards. 

@ 50 “hard sell” self-mailers de- 

voted to the Dynamic 88. 

© 100 Jumbo postcards showing the 

new body styles in colors. 

e 6 “license tags” identifying the 

various car series. 

® 10 color chip folders for salesmen. 

® Lapel cards for each salesmen. 
A 16-page 11x14” catalog listed, 

with colored illustrations, 29 addi- 

tional sales helps—such as sales- 

men’s vests, teaser car covers, car 

model transparencies—which were 

available for purchase by the dealer. 


2. Life-size and also 14” cutouts of 
Dennis O’Keefe (sponsored by Olds 
on television), in characteristic 
pose bearing a sign with a selling 
message, designed particularly for 
salesrooms or customer closing 
rooms. 


3. Postcard mailers plugging the 
Dennis O’Keefe show were furn- 
ished in large quantities to each 
dealer for a local direct mail cam- 
paign. 


> A variety of other specialized pro- 
motional aids was also used in the 
introduction of the new models. 
Sound slide film kits were among 
the most popular—75% of dealers 
with sales forces used them. This 


OLDSMOBILE 


Designed 


mee. 


Sofie 


was available on a partly coopera- 
tive basis. 

Scale model plastic cars, giving a 
special visual impact, were bought 
by the dealers. Other items were 
color sound films, an advance and 
followup direct mail campaign, an- 
nouncement party invitations, and 
window decorations. Some adver- 
tising specialties and other promo:- 
tional items were available to the 
dealer directly from the manufac- 
turer or distributor. 


> This entire special promotional ef- 
fort slanted to the dealers was com- 
pleted before the cars were revealed. 
This has customarily been done as 
part of a musical stage show, com- 
bining solid entertainment value 
and an approriate amount of selling 
accent on the new model. The 1960 
show, “Who Could Ask For Any- 
thing More?,” was of a caliber 
equivalent to Broadway production 
standards. Stars Bill Hayes and 
Florence Henderson headed a cast 
of about 30 in a 90-minute program 
with potential hit music. 

A meandering plot, characteristic 
of musical comedy, was built around 
Van Snuff, the prospect who says 
“Tll be back,” and the salesman’s 
effective pursuit of him. Cabaret, 
beatnik, fashion shop, intimate, trav- 
el, and other scenes gave plenty of 
variety for a fine exhibtion of stage- 
craft. Music, lyrics, sets, and cos- 
tumes were all original. The climax 
was the appearance of the new 
model itself for the first time. Other 
Olds models were displayed in an 
adjacent salon. 

This dealer announcement show 
was on the road nearly a month, 
visiting major cities strategically 
spotted to encourage maximum 
dealer attendance. Opening was on 


August 8 at New York for six per- 
formances. There were 22 perform- 
ances in all—six in Detroit (includ- 
ing special press announcement 
showing), four in Chicago, two in 
Atlanta, and four in Pasadena, clos- 
ing September 4. 

Something new was added this 
year—a condensed or tabloid ver- 
sion of the big national roadshow. 
This was called a salon show, used a 
cast of three, and ran 30 minutes. 
Three casts and crews were sent on 
the road to present this shortened 
version in 24 other cities, on a two- 
a-day basis in some towns. 


Oldsmobile Meets the Press . . 
A program to inform the press 
about the new models, well ahead 
of public announcement, is the sec- 
ond major phase of the total Olds- 
mobile campaign. This aspect may 
be considered the key step in the 
public relations area. 

Preparatory work starts far back 
in the model year. Long before any 
production models are rolling off the 
assembly lines, a few special proto- 
type cars are carefully assembled 
by hand in the engineering section 
of the plant. 

These special prototypes are shot 
both in black and white and in 
color by photographers, from many 
different angles, providing the se- 
lection of views necessary for the 
later general presentation which is 
visually based upon them. Detailed 
stories on all features of the car are 
then prepared. The stories and pic- 
tures are assembled into press kits. 
These are distributed to reach all 
newspapers, technical and automo- 
tive publications before the new 
model is actually announced to the 
public. 

Release dates for the publicity as 
well as for the actual announcement 
are set by the company. Experience 
indicates that all media will honor 
the date set. 


> The 1960 press kit, issued by the 
Public Relations Department, used a 
cover in basic silver, with red, blue, 
and black, making effective use of 
the Olds symbol. Two pockets, each 
of ample size for flat 84x11” sheets, 
were labeled for pictures and stories 
—symbolized by a press camera and 
a typewriter. 

Story material consisted of fea- 
tures, fillers and fact sheets. 

Eight selected pictures of featured 
car models offered different views, 
both with and without live models. 

A separate technical kit was also 
prepared. This contained the same 
stories appearing in the general 
press kit, and photos of technical 
interest. This was distributed to the 
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technical and automotive publica- 
tions. 

This balanced press kit is fairly 
typical of practice in the automobile 
industry today. More extensive kits 
have sometimes been used, and the 
special technical kit is fairly stand- 
ard practice now. The package is de- 
signed to meet the needs of the man 
at the automotive desk. 


> Backing up the direct mailing of 
the press kit is press preview day— 
always an important annual event in 
the industry. There is a judicious 
mixture of entertainment and se- 
rious information as the press repre- 
sentatives are introduced to the new 
car for first time. 

For the past three years this event 
has been held in the capital of the 
industry at Detroit. In 1955 it was at 
Olds’ home town, Lansing, while in 
1956 it was at Phoenix and Mesa, 
Arizona, with the General Motors 
Desert Proving Ground used to 
demonstrate features of the new 
cars. 

Invitations to the press preview 
are extended to general news- 
casters in radio and television, and 
to automotive editors and depart- 
ment heads, such as managing or 
city editors, among the press. The 
business press is also represented. 
About 200 newsmen and many of 
their wives attended the 1960 con- 
ference. 


> The 1960 National Press Show was 
held in Detroit on August 18, open- 
ing at 1:15 p.m. with a showing of 
new cars in the Civic Auditorium. 
The stage show followed at 2:00, 
and newsmen then walked over to 
the nearby Veterans Memorial 
Building for the press conference 
at 4:00. Time for writing and filing 
stories was provided in the schedule, 
with pressroom facilities set up. 
During this period the women saw 
a fashion show produced by Saks- 
Fifth Avenue. 

At 5:30 a cocktail hour followed, 
and then dinner, with entertainment 


Sales in Song .. . A high spot of the 
dealer show was this scene on oa cable 
car, one of eleven in the show. 
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—all in various halls of the same 
building. Each male guest received 
an electric shoe shine kit, while the 
ladies pulled strings from a novel 
“wishing well” for very attractive 
individual gifts. A live toy French 
poodle was given away as a special 
gift. 

At the press preview, a special re- 
lease was distributed, providing ma- 
terial for important on-the-spot 
stories and summarizing the pre- 
release product story. 

The entire advertising and pro- 
motional program for Olds is han- 
dled by D. P. Brother and Company, 
which was 25 years old on October 
8. Olds and its GM companion, AC 
Spark Plug, were this firm’s first 
two accounts in 1934, and remain its 
major accounts today—an excep- 
tional record of continuity. 


And the Public . . By far the most 
important facet of the whole new 
car presentation program of course 
is that designed for the public—the 
ultimate consumer. Here of course 
the major organized advertising 
media come into full play, and de- 
tails can only be summarized. 

Before the new cars are placed 
on display in dealer showrooms, 
public interest is whetted by the 
carefully-timed use of photographs 
and special articles, telling much, 
but not all, about the new models. 
These fit into the press program, of 
course, and are closely timed for re- 
lease about one to two weeks ahead 
of announcement day. 

A special pre-announcement ad 
on the new Protect-O-Plate, which 
gives owners some of the convenient 
features and protection of a per- 
manent record plate, was used in 
Life, and a booklet was issued to 
inform salesmen of this new service. 


> The 1960 program, designed as the 
most penetrating in Olds history, 
was geared for the climax of an- 
nouncement day, October 1. Special 
announcements were backed up by 
the continuing media program. 

For the first time two major net- 
works were used on the same eve- 
ning to introduce a new car model, 
on September 29—the half hour 
situation comedy “Dennis O’Keefe 
Show” on CBS, and the 60-minute 
spectacular with Bing Crosby, Frank 
Sinatra and other stars, following 
on ABC. The O’Keefe series under 
Olds sponsorship on over 200 sta- 
tions is one of the largest station 
lineups ever assembled for a spon- 
sored program. 

Lowell Thomas’ nightly 10 min- 
ute newscast over 193 CBS radio 
stations started under Olds sponsor- 
ship on September 28. 

With magazine space being offered 


in new types of units, Olds used a 
gatefold insertion in Life, Look, 
Post and Better Homes and Gar- 
dens for the first issue following an- 
nouncement day. This gave an ex- 
ceptional opportunity for large 
scale visual impact, running more 
than two pages in width—probably 
the largest four-color presentation 
of any car this year. A two-page 
version of this ad was used in Time, 
Sports Illustrated, New Yorker, U.S. 
News, and Newsweek. 

A special 98 Series announcement 
went into the class market maga- 
zines—New Yorker, Holiday, Harp- 
er’s Bazaar, Town and Country, and 
Vogue. Reader’s Digest shared in the 
announcement program. Followup 
ads were placed in major class and 
special interest publications for De- 
cember and January. 

Other media on the announcement 
program included: two pages in 
Automotive News; full pages in four 
other automotive papers; selected 
farm publications; an unusual series 
of ads in some 20 scientific and 
technical journals, like Scientific 
American and Jet Propulsion; one- 
third to full pages in over 4,600 
newspapers; saturation followup ads 
in over 4,000 newspapers; 6,000 24 
sheets. 

Unusual is the scheduling of a 
monthly page in American Medical 
Association News, a new tabloid 
size weekly. This program, started 
a year ago, is being continued into 
the new model season. It is signif- 
icant to note that Olds enjoys a high 
rating reported in a survey among 
doctors on their preferred car for 
next purchase. 


> A special announcement issue of 
Rocket Circle, distributed six times 
a year to well over one million Olds 
owners, carried eleven pages of de- 
tails on new car models—all in full 
color—out of 24 pages. The balance 
of the content was general editorial 
material. This is about double the 
amount of space given to Olds cars 
specifically in a typical issue. 

This is the climax of a continuing 
program. There is no fixed ratio of 
pre-announcement to post-an- 
nouncement advertising—the adver- 
tising department “plays it by ear” 
according to analysis of changing 
conditions. 

The real selling job begins when 
the cars are in the salesrooms, the 
announcement day is past, and the 
year-round program of newspaper, 
magazine, television, radio, outdoor, 
and special advertising is under way. 

And not long after the new cars 
are shown to the public, the com- 
pany starts the task of planning the 
presentation of the next year’s mod- 
els to the future market. 44 
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Ready to Fly . . . Three executives 
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from Campbell-Ewald’s 
Detroit office are off to see a client in a neighboring state. 


muting hop. 


There are not many agencies which own their own plane, 
but Campbell-Ewald, Detroit, does, and reports on the ad- 
vantages it has gained from taking to the air. 


When the proposal of a company 
airplane first came up at the Camp- 
bell-Ewald Co., there were several 
dissenters. But the suggestion 
gained momentum from the enthu- 
siasm of 45 war-trained airmen, 
with a major boost from the front 
office. Thomas B. Adams, assistant 
to the president at the time and now 
head of the Detroit advertising 
agency, was among the former serv- 
ice pilots. A Navy Cross substanti- 
ates his meritorious record. 

In June, 1957, the company leased, 
for a 90-day. trial, a five-place Ces- 
sna 310. Later, the plane was pur- 
chased. In October, 1959, finding 
need for a roomier craft, the Cessna 
was traded in on a _ seven-place 
Aero Commander. How has the 
venture paid off? 


> “It hasn’t, if you’re talking dollars 
and cents,” replies Mr. Adams. “We 
never expected it to. No matter how 
the figures are interpreted, no mat- 


ter how liberal your approach in 
pairing probable commercial travel 
expense against private transporta- 
tion, we’re still substantially in the 
red. In the same breath, I want to 
emphasize that we consider the 
plane a sound business investment.” 

Mr. Adams mentions six benefits 
which do not appear in cost ac- 
counting. 


1. Campbell-Ewald prides itself on 
progressive thought and facilities. 
The airplane is a practical expres- 
sion of company attitude. 


2. A company plane gives its pas- 
sengers added prestige. 


3. The plane answers a necessity in 
suddenly arranged out-of-town 
conferences. 


4. The morale factor. Staff travelers 
leave home later, get home earlier. 
They can spend more time with 
their families. 


Takes to the 


dng 


The 7-place Aero Commander turns a long trip into a com- 
It is the second plane owned by the agency. 


AIR 


5S. Many creative men flourish best 
in familiar environment. In the ad- 
vertising business ideas are polished 
in discussions and through research. 
Briefer travel time increases time in 
the office and, therefore, encourages 
productivity. 


6. Virtually no added expense in 
sending two or three men on a trip. 
This broadens the exposure of agen- 
cy personnel to operations of a 
client. 


> “T grant these advantages are 
largely theoretical and may not im- 
press accountants,” Mr. Adams con- 
tinues. “Anyone with rudimentary 
arithmetic can understand that the 
depreciation of a piece of expensive 
equipment, plus pilot’s salary, plus 
hangar rent, etc., etc., total a tidy 
sum. So let’s brush off the figures 
and review a few constructive re- 
sults of our plane ownership. 

“We saved one client $1,100 in 
press time because we were able to 
get to a supplier quicker than the 
supplier could get to us. 

“We revised a client’s advertising 
to conform with last-minute devel- 
opments and made publication 
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deadlines that would otherwise have 
been missed. 

“A client saw and approved an 
exceptional television buy before 
the option expired. Had we not 
acted quickly, I’m certain the pack- 
age would have been snapped up by 
another advertiser.” 


> Services such as these to clients 
were not uppermost in the minds 
of the agency when plane ownership 
was originally examined. The chief 
argument was the inconvenience of 
available transportation to a num- 
ber of communities in which clients 
were located. 

“Take, as an example, the diffi- 
culty in making a call on a client in 
one of the smaller Indiana cities,” 
Mr. Adams comments. “A man can 
ride a sleeper to Cleveland, change 
trains and arrive sometime during 
the morning. To return, he reverses 
the process. Or he can drive 530 


drive to the airport for an early 
flight schedule and get back home 
about 10 o’clock at night.” 

The company plane permits land- 
ings and takeoffs at small airports 
closer to business districts. In De- 
troit, where the fields used by com- 
mercial lines are remote from 
downtown, north and westside resi- 
dents are picked up at the Birming- 
ham airport and eastside residents 
at City airport. It is not uncommon 
for a staffer to have a leisurely 7 
o'clock breakfast with his family, 
meet a client in his Indiana or Ohio 
office, and be back in Detroit in time 
for lunch with business associates 
and a full afternoon in the office. 


> Last year the Campbell-Ewald 
plane was aloft 549 hours, 20 min- 
utes and flew 165,029 passenger 
miles in convoying members of the 
company to Warren, Ohio; Ander- 
son, Ind.; Dayton, Ohio; Kokomo, 


mention the favored ports of call. 
The year before, air time was re- 
ported at 525 hours, 10 minutes and 
passenger miles at 154,388. 

To get a closer perspective of the 
value of the plane in daily routine, 
last August’s log is cited. The month 
of 72 hours, 14 minutes of flight re- 
flects an active travel month, al- 
though not the peak month on com- 
pany records. 

Twenty-three roundtrips were 
made in 18 days. Thirty-one differ- 
ent men were listed among 53 pas- 
sengers. This indicates the Camp- 
bell-Ewald craft is no “executive 
hack.” Social junkets are forbidden 
and a staff man on an important 
assignment holds his own against 
top executive reservations. 

“T recall only one man who was 
bumped by executive fiat,” says Mr. 
Adams. “He should not have felt 
too badly. We were on a job that 


miles. Or he can get up at 5 am, 


Ind.; Akron and Hamilton, Ohio, to 


netted a contract of several hundred 
thousand dollars.” 44 


IDEA ALBU MI 


DIRECT ADVERTISING 
Lowcost Color Mailer 


Four-color, four-page self-mailers at 8¢ per were sent out by ‘’For- 
tune” after a fortunate stockroom find of a box of July reprint 
covers. Front cover of the self-mailer is the reprint of the 1959 
July cover, while inside spread is devoted to an explanation of 
the piece plus an illustration in black-and-white. 8¢ cost figure 
covers handling, addressing and postage plus reproduction costs. 
As “Fortune” says in the mailer: when anyone can get a 4-color, 
4-page mailing piece for that kind of money it would be sinful not 
to take advantage of it. So we did.” 


PRINTING 
Binding Tie-In 


To get full play at a low cost from an open house brochure, 
Crown Cork & Seal Co, Inc., put its external house organ into 
double harness. Crown published the four-page section as a take- 
home piece for its visitors to the opening of a new plant in Win- 
chester, Va. The section, following the style of The Crown, the 
company’s external publication, was printed on buff stock and 
bound into the external. A box on the front cover, which is nor- 
mally reserved for routing the publication was changed to read: 
“Special Edition for Winchester Plant Opening.” By this binding 


tie-in, Crown told its story to many more than 2,000 people at- 


tending the plant opening. 
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LABELS 
Steering Wheel Tags 


To call attention to the benefits of “moly’’ chassis grease, station 
attendants put 3x9” tags on the steering wheels of cars lubricated 
with specialty greases containing the compound molybdenum 
disulfide. The tags ask motorists to note the improved perform- 
ance of their cars. ‘You'll feel the difference in easier steering 

.. you'll hear the difference in the absence of squeaks and 
noises,” says one of the tag versions. The tags are specially de- 
signed for participating companies — including Standard Oil of 
Kentucky and Frontier Refining — by Climax Molybdenum Co., a 
division of American Metal Climax Inc. 


SPECIALTIES 
Correct Spelling 


Socony Oil Mobil Oil Co. gave the press a gentle reminder nudge 
in the form of a folder holding a real pencil on the cover. Copy 
in the folder read: ‘Every newsman likes to be right. That’s why 
we want to make it easy for you to spell and pronounce our 
company name correctly. Not like that town in Alabama. . 


- not 
like those modernistic decorations . . 


. not like what they make 
in Detroit — but like Mobil (rhymes with Global). Because there's 
no ‘e’ in our name, and no hyphen between Socony and Mobil, 
we're sending you this sharp blue pencil in the hope you'll find 


it useful in deleting these incorrect extras wherever you find 
them.” 





Dealer Display . . . Made from standard materials, this simple 
display was very effective in feed dealers’ stores, which are 


Use Packaging to 
Launch a New Product 


Take a local company, expand 
its trading area and its product 
line at the same time, then 
change its brand name, and you 


have a problem in promotion. 


By Clarke E. Pierce 
Sales Manager 

N. S. Koos & Son Co. 
Kenosha, Wis. 


There are quite a few problems 
any company has to face when it 
launches a new product. We faced 
them all when we went into the 
market with our new line of quality 
feeds. And we added an additional 
problem. Our new line was launched 
under a new brand name. 

To go back a way, for over 60 
years our company has been suc- 
cessfully serving farmers in Wis- 
consin and nearby states with chem- 
icals and plant foods. While the 


business produced satisfactory re- 
sults, it did not keep the sales force 
or the dealer organization active 
throughout the entire year. 

We had a problem of coping with 
peak season rush in chemicals and 
plant foods. And we knew from 
repeated requests from farmers, that 
there was a definite market need for 
a line of quality feeds formulated 
to meet both local and regional re- 
quirements. 


> After some two years of planning, 
we decided to produce that quality 
feed. There were several other fac- 
tors that directed us to a quality 
product instead of a utility one... 
even though a quality feed meant 
a slightly higher cost to the buyer. 

Our company has always relied 
upon a vast amount of personal con- 
tact with the farmers who buy our 
products and the dealers who sell 
them. Because our contacts with us- 
ers are so intimate, a lot of company 


usually overcrowded with signs and posters. Materials were 
inexpensive, and the dealer could easily handle the installation. 


people would suffer a very personal 
kind of embarrassment if a faulty 
product should ever hit this market 
which we know so well. 

Another factor is that our compa- 
ny is not engaged in meat, grain or 
vegetable processing. Thus we were 
without a “by-product” source of 
waste materials resulting from 
processing operations, removing us 
from an internal pressure for “sal- 
vage” or “diversification.” We could 
select and purchase only those feed 
ingredients that would produce that 
quality or superior product. 

While all this meant a higher 
selling price, it also meant that we 
were free to take advantage of any 
fluctuations in selling prices by 
suppliers and we received a sales 
promotion advantage from the com- 
petition among our suppliers to meet 
our quality control standards. This 
same competition enabled us to re- 
duce costs and protect quality. 

And because we had to ignore the 


Packaging & Labeling ¢ 31 





WARNING! 


You'll have to hide this 
Flat-as-a-pancake 


GUMMED PAPER 
SAMPLE BOOK. 


Why? Everybody wants one. 


It's packed with samples of the 
latest Brown-Bridge gummed 
papers that are sure to spark 
sales-making ideas. 


ASK FOR BOOK P-270 


THE BROWN-BRIDGE MILLS, INC. 
TROY, OHIO 





BEAUTIFUL, LASTING 
Laminated Sigus 
GOOD FOR YOUR BUSINESS ! 


Using either specially prepared art, or existing 
inserts furnished by you-—-Enameloid's long- 
lasting, metal-and-plastic laminations are first- 
rate salesmen—and good for YOUR business! 


Write for complete specifications and prices. 


Sucuneloid 
SIGN & DISPLAY CO. 


140 PEACH ST. READING, PA. 
PHONE FR 6-2917 


LL 
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Tags and Samples 
Small bags of the 
feed were offered 
prospects who could 
taste for themselves. 


utility and hit at the quality market, 
we could offer a range of mixes in 
the quality price bracket without 
the complexities of storage, han- 
dling and sales if we were also sell- 
ing the utility grades. 


> Our introductory sales promotion 
campaign avoided any taint of un- 
derestimating the farmer’s intelli- 
gence. Here are some of the things 
we did in promoting our new Royal 
Ribbon line. 

Our bag design, for example, has 
very little lettering on its face. This 
leaves a lot of space free for our 
basic selling message, “flexible feed- 
ing for modern farming.” 

Long before the dealers and 
farmers saw the new bag, though, 
they had been prepared for it with 
a series of three simple but sharply 
focused sales promotion postcard 
mailings. The first said “RR... 
what does it mean?” The second, 
“RR .-. . means more profits for 
you. It also means that the Koos 
Company has a new product. Look 
for your Koos representative soon!” 
The third card identified “RR” as 
Royal Ribbon and established the 
ribbon emblem. 

Why had we selected Royal Rib- 
bon when farmers in Wisconsin had 
known and respected our trade 
name “Badger Brand,” in plant 
foods and chemicals? Market re- 
search and improved distribution 
had prompted the company to feel 
that it was time to expand outside 
of the Badger state of Wisconsin in- 
to neighboring states—but still in- 
side a radius close enough to main- 
tain the company’s traditional pol- 
icy of personal interest and contact. 

Farmers and feeders in other 
states, of course, could not be ex- 
pected to see any significance in the 
Badger name and only token prod- 
uct identification had been built up 


for the name in these areas. And 
since the company had a big stake 
in the high end of the quality spec- 
trum, Royal Ribbon was not being 
used in chemicals, plant foods or 
feeds, and because the plant food 
division was also about to release 
a new line of premium grades, the 
name suited us on all counts. 


> Sound filmstrips were produced to 
show the advantages inherent to the 
feed line—first via light-weight, 
portable desktop viewers to the 
dealers. Then the films and viewers 
were put to work by dealers to help 
carry the story directly to the farm- 
ers. 

The feed films were followed by 
films on the new plant food line. 
A process was started with these 
films in which the successful pro- 
motion of a new product helped 
build more sales for the old prod- 
ucts. 

The films, developed by sales 
promotion specialists, W. N. Kirsh- 
ner & Associates Inc., Chicago, tied 
in with literature made available 
to customers by the Koos headquar- 
ters. This literature reflects our 
company’s basic philosophy of serv- 
ice to farmers through good dealers 
and our aim at giving the farmer 
all he needs to know, not just that 
which some suppliers thinks he 
needs to know to build favor for 
the particular brand or formulation 
involved. 

Another spur to sales in the ani- 
mal feed market was the promotion 
by which we put small amounts of 
different feed mixes into plastic 
bags, stapled to the formula tags. 
Our dealers handed them out by 
the thousands. Sales punch was in- 
creased by having dealers request 
farmers to open the packets, taste, 
smell and feel the dust-free pellets. 
Nobody’s sure you can tell, by tast- 





. . A series of three 
cards helped arouse dealer interest in 
the new name and product. 


Teaser Mailings . 


ing 18% Pig Starter, that it will be 
liked by pigs. But everybody, from 
university professors to young chil- 
dren have thus far agreed, as they 
tasted it, that “the pigs’d probably 
like it pretty well.” 


> We also used a very effective store 
display produced at a cost of less 
than $11. This was made, as needed, 
by stapling one of the new bags on 
a background of white corrugated 
paper and attaching to the back- 
ground a Royal Ribbon. When a 
black stripe border was applied 
around the colorful bag and rib- 
bon, the result was an attractive 
display with excellent product- 
identification and sales reminder 


Salesmen’s cars were painted 
white, and “Feed, Plant Food, 
Chemicals” lettered on the sides. 
Easily identified by the white color, 
the cars are traveling billboards, 
reminding farmers that three prod- 
uct lines are available from a single 
source. 

Another asset of the Koos move 
into the feed business was that 
dealers benefited from the single 
source, single billing arrangement 
made possible when they get three 
product lines from one company. 
Additional economies and service 
conveniences are also gained in the 
use of bulk transportation rates and 
strategically located storage facili- 
ties. All aspects of these savings 
were stressed at every possible sell- 
ing opportunity. 


>In September, 1959, the Royal 
Ribbon feed line was officially re- 
leased to the market. In October, 
when sales figures were first ac- 
cumulated, the new line of feeds 
was shown to be selling at a sub- 
stantial rate. By mid-November, or- 
ders from new customers continued 
to mount, and most dealers were 
reporting gratifying repeat sales. 
Farmers were accepting the purple 
ribbon emblem as if it had been 
around for years and both the feed 
and plant food lines were benefit- 
ing from the vigorous expansion of 
sales territories into some of the 
choicest market areas in Illinois, 
Upper Michigan, and Minnesota. 44 
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CUSTOM DESIGNED TO LIFT YOUR SALES 
.-.- LOWER YOUR COSTS! 


Jackmeyer has the technical ‘know- 
how’, skills and facilities to create and 
produce all types of Blister Packs — 
* Heat Seal ¢ Stik-On © Foldover 
¢ Skin *¢Slide— each designed to fit 
your product’s special requirements. 
LABORATORY TESTED to provide 
maximum product protection — 
DESIGNED for ‘sell-on-sight’ action. 


New ‘STIK-ON’ 
Pressure Sensitive Blister Pac 
Seals Tight with Slight Pressure 


Latest result of Jackmeyer’s continu- 
ous research brings more ‘see and sell’ 
power to more products at lower cost. 
A sensation at the recent Packagin 
Show, the new STIK-ON BLISTE 
PAC requires no heat sealing equip- 
ment, no expensive tooling; so fast, 
easy and economical to assemble, you 
can ‘do-it-yourself’ right in your own 
plant. 


Your One Complete Source 


Unique in the field, Jackmeyer offers a 
complete Blister Packaging service 
from creative design, forming of blis- 
ter, printing of card, coating — every 
step quality controlled under one roof 
— a single source service that assures 
uniform quality, maximum efficiency 
and minimum cost. You can always de- 
ee on Jackmeyer for the newest and 

nest in Blister Packs that catch the 
eye and persuade the consumer to buy. 


Consult us—no obligation. 
Phone or write Dept. AR6. 


THE BRANCHES IN PRINCIPAL CITIES 


CORR 


253 West 26th St., New York 1, N.Y. 
WAtkins 4-0265 


“FREE” Blister Packaging Guide 


Send c for this new, 
im free brochure 
“Make Your Sales Bubble 
Over’. A complete and 
informative presentation 
of wy phase of Blister 
Packaging... finest idea- 
stimu’ Sok brochure on 
the subject. 


No More Sawing! . . . New package for fruits and berries consists of a heat-sealed 
polyethylene pouch in a Kliklok carton plus an overwrap. A zip-tear string in the 
pouch takes the place of hard-to-open metal-end canisters. T&F Marketing Co., Chi- 
cago, reports package was produced by Western-Waxide Div., Crown Zellerbach Corp. 
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TYPES of 


There are many kinds of tags, 


even within the group used for merchandising. 
Here is a useful summary of what they are. 


There are four basic types of tags: 
merchandising, industrial, price and 
shipping. The merchandising tag, the 
only one of interest to promotion- 
minded companies, can be defined 
as: 
“'.. a previously attached, but al- 
ways easily removable, sales pro- 
motional unit with a printed mes- 
sage other than price that informs, 
sells or illustrates.” 


The tag is attached before the 
merchandise is presented for the 
consumer’s inspection. The tag may 
be easily removed but will still re- 
main wholly legible. The tag is sold 
with the merchandise itself, and is a 
promotional device or adjunct to in- 
crease the sale of the merchandise it 
adorns. If the tag has only a price 
on it, then it is a price tag. But if 
the tag has the price plus informa- 
tion as to brand identity, instruc- 
tions on the use of the merchan- 
dise, or illustrations of various ap- 
plications, it then has full value as 
a merchandising tag. 

Before designing a tag program, 
be sure to define the three P’s of a 
tag: Product, Purpose, Program. 
Once these questions have been an- 
swered, you know what tag to use. 


> The product comes first simply 
because certain products can take 
only specific tags. For example, 
there are the slot tags which have 
five variations. Three of these tag 
types are used for shirts and other 
garments which have buttons, and 
where the buttons are the most 


This article is based on information sup- 
plied to AR by Herbert Rothchild, Roth- 
child Printing Co., New York. 
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logical place to attach a tag. They 
either slip over the button or are 
slit in such a way that when the 
tag is slid between two buttons, 
it is held firmly in place. 

Another variation is the girdle 
tag which was designed specifically 
for a single industry. While other 
industries may be able to use this 
tag, the girdle manufacturers have 
found that they are tied to it. It is 
die-cut to allow the tag to slide 
over the girdle garter. 

A fifth variation is the flap tag, 
printed on one side, die-cut and 
then scored in the tag. The scored 
die-cut becomes a flap which tight- 
ly clasps onto papers or merchan- 
dise when these are inserted be- 
tween the flap and the tag. This is 
one of the most unusual types of 
tags and is very effective in its at- 
tention-getting qualities when tag- 
ging a unit of little density. 

Another example of tags used for 
a specific industry are the pin tags 
for the underwear field. Pin tags 
are attached either with a straight 
pin or through the Kimflex method. 
The latter is a pin tag printed 
on one side and folded over the edge 
of the merchandise. A pin clasp 
goes through the merchandise into 
a die-cut slit. 

The fold-over-tag belongs to the 
linen and table cloth manufacturers. 
It is either rectangular or die-cut, 
and is then folded over the mer- 
chandise and stapled right through 
to hold the tag in place. 

Finally, there is the header, which 
is not used for any specific indus- 
try, but rather where the product 
is packaged in a “see-thru” con- 
tainer or bag. The tag is printed 
on one side, stapled through the 
top of the container or bag. When 


removed, it opens the container it- 
self. A bit of ingenuity is added by 
punching a hole through the center 
of the header for display or storage 
purposes on a hook. In this case, 
the tag is both promotional and 
functional. 


> Most products, however, do not 
need special tags, but their purpose 
must be defined. Information? In- 
struction? Sales training? Atten- 
tion-getting? 

By answering this another ques- 
tion is answered as well: what size 
should the tag be and how fancy? 

Naturally, the budget limits both 
the size and the decorative quali- 
ties of the tag, but some of the sim- 
plest tags have been the most effec- 
tive, because the ad manager and 
the sales promotion manager got to- 
gether and figured out just what 
they wanted the tag to do. By being 
functional, they achieved their aim. 

Tags for information, instruction 
and sales training usually fall into 
the hang tag (or mono-tag) classi- 
fication. The hang tag is the most 
commonly used tag in the sales pro- 
motion field. It is printed on one or 
both sides, contains a hole at the 
top through which it is strung and 
attached to the merchandise. It can 
be of any shape and is often die- 
cut. Its size goes up to 5%4x734”, 
and can be printed in multiples up 
to 48. 

Hang tags may be die-cut as well. 
There are two basic types of die-cut 
designing. The first relates to layout 
and design of the tag with various 
rounded or straight edges on the 
outside and different kinds of cuts 
in the tag itself. The other is the 
merchandise die-cut in which the 
outside cut is designed to simulate 





T'S TRUE! 


... YOu can save many ways with 


AVERY LABEL 


Whether you identify anything from abalone 
steaks to zithers, these Avery pressure-sensitive 
Labels contribute uncommon efficiency. Here a 
very few of Avery’s case histories reveal how 


IN THE CHIPS — Meadow Gold 
Products Co. finds Avery Labels 
fine for indicating ice cream 
flavors. By using these time- 
saving labels to identify every- 
thing from chocolate chip to rum 
raisin, the Brooklyn firm mini- 
mizes the need for big inventories 
of preprinted boxes... and aids 
handling operations by providing 
identification at a glance. 


labels, they were adopted readily. 
Following the changeover, ene 
operator was able to handle the 
entire process... ; 


=’ ALWAYS ASK FOR 


AVERY LABELS 
eS difference they make! 


Avery Labels are manufactured and distributed throughout the world. 
Write Foreign Operations, Avery Adhesive Label Corp., Monrovia, California, for addresses. 


diverse firms economize with these versatile self- 
adhesive labels. In the office, on the assembly 
line or at point-of-purchase — it’s always true — 
you can save many ways with Avery Labels! 


FITS THE PATTERN—Fine 
Melamine dinnerware produced by 
the Boonton Molding Company is 
distinguished by self-adhesive 
Avery labels bearing the Boonton- 
ware trademark. Applied at the 
rate of 3000 to 5000 per hour, 
these labels also carry the pattern 
name te aid selection at the con- 
sumer level. Easily applied, these 
distinctive, tight-gripping labels 
play a neat role in Boontonware’s 


AVERY LABEL COMPANY, Div, 113 


117 Liberty St., New York 6 © 608 S. Dearborn St. 


Chicago 5 © 1616 S. California Ave., Monrovia, Calif. 


(0 Please send me further details on how Avery Labels 
can save me time and money. 
(] Please have your sales representative cali soon. 
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“YOU'RE RIGHT, FRANK... 
POLO PLASTICS DOES HAVE 
THE ANSWER?” in the design and fab- 
rication of flexible film vinyl plastics —such as 
premiums, ad specialties, components and pack- 
aging — Polo Plastics is yet to be baffled. Polo 
designers and production engineers do things with 
flexible film vinyl that meet the highest stand- 
ards. They can stitch . fee, 
hem . weld... snap... print... in 
any size or shape, in an array of colors, gauges 
and textures. Whether your problem: is unique or 
simple, depend on the versatility and practical 
know-how, of Polo Plastics 


SEND US YOUR PROBLEM OR SPECIFICATIONS FOR 
ANALYSIS, ESTIMATE AND SAMPLE SWATCH BOOK. 


Os) P.OLO plastics co. 


1718 Me FIRST ST / MILWAUKEE 12. WIS / CONCORD 4.6310 


— 
ATOsc 
a famanon | 


The Unusual (( 
Premium? fer 


RELL 


ATOMIC RADIATION 
FALLOUT DETECTOR 


Not a toy, not a gimmick— 

The formula on the patch under the 
circle is extremely sensitive and will glow 
a bright green if exposed directly to any 
electric light or operating TV screen. 

Approved by the U. S. Atomic Energy 
Commission. 

Come 2 to a package, | for home, | to 
carry on your person. 


Write on your letterhead for Free Sample 
and quantity prices. 


Radiation Fallout Detector Co. 
35 E. Wacker Dr. » Chicago 1, Illinois 


LOOM 


to new sales peaks by spot- 
lighting your advertising 
product or service in 


Looking For 


Advertising Requirements 
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the shape of the actual product be- 
ing sold. 


> Booklet tags have much the same 
features as the hang tags and, like 
the latter, the size usually depends 
upon the economical use of the 
printed sheet. This type of tag is 
usually preferred when there is a 
longer story to tell about the prod- 
uct or when the instructions and 
advantages are such that the details 
are important. The economies of the 
promotional piece again come into 
paly. The booklet tag can be used 
as a counter give-away, and even 
as a mailing piece with or without 
the string. 

Booklet tags usually contain 
more color and illustrations because 
the art director has more room in 
which to maneuver. There are vari- 
ous types of booklet tags as well. 
The accordion fold eliminates the 
need for the usual staple in the cen- 
ter. There is also the gate-fold in 
which the front-page is “cut” in the 
middle and swings open so that 
when the tag lies flat it gains a 
panoramic story. 


> Attention-getting tags are de- 
veloped through the use of color, 
size, and unique design. Two new 
tags for this group are the giant 
tag and the third-dimensional die- 
cut. 

The giant tag must have special 
handling. The size is larger than 
514x734”. It is usually created for 
a stunning and overwhelming im- 
pression. A variation of this is to 
use the sales promotion unit as a 
tag and then convert it into a mail- 
ing piece while maintaining the tag 
effect. 

In the third-dimensional die- 
cut, the die-cut is not completed, 
but is scored at the opposite ends 
in order that the cut pieces may be 
moved about or rotated without be- 
coming detatched. 


> Finally, the tag can be the lead- 
off for a program. The best example 
of this is the sampling tag. These 
tags are used when the manufac- 
turer wants the customer actually 
to touch the product which is either 
protected by the packaging or can- 
not be seen. For example, a sample 
swatch of the merchandise could 
be attached to the tag where the 
seller does not want the product 
handled by the customer, yet wishes 
the customer to understand certain 
qualities about the product. 
Another use is for what is com- 
monly being termed the hidden in- 
gredient. In this case, the sample 
is a swatch of a product which can- 
not be seen or felt by the customer 
because it is hidden in the manu- 


facture of the completed merchan- 
dise. 

A third type is the courtesy 
sample in which the tip-on is not a 
sample of the product or a compo- 
nent, but an extra unit. Examples 
are a button or a certain type of 
thread which the manufacturer adds 
as a courtesy in case one of the 
originals is lost. This courtesy is 
appreciated because its unique 
character would make it difficult 
to obtain an extra one. 

Finally, the integrated-use tag 
is employed where the ingredient 
cannot be tipped on, such as a pow- 
der, and must be used in a con- 
tainer with a tag attached. 


> Many of these tags are inter- 
changeable. There are no set rules. 
The best guide is common sense. 
But by answering the three specific 
questions, you will adopt a method 
which can lead to more effective 
results. 44 


Survey Shows Consumers’ 
Food Packaging Dislikes 


According to a recent pilot sur- 
vey, consumers still think food 
packaging could be improved. The 
study, conducted by the research 
division of Nesbitt Associates, New 
York, was based on finding out if 
shoppers thought packages (or 
types of packages) were misleading 
or failed to give a fair deal as to 
quantity, quality, appetite appeal or 
efficacy of the contents. 

It was conducted in several com- 
munities of Westchester County on 
a group discussion basis (three to 
seven persons in a group). 

Based on interviews of 94 per- 
sons—including 18 men—the survey 
results indicate that most packaging 
manufacturers and processors are 
regarded by the consumer as “above 
reproach.” The exceptions were, 
however, almost unanimous, and 
included packaging offenders such 
as the following: 


® leaking milk cartons 


e half-filled 


crackers, etc. 


cartons of cookies, 


® narrow-neck bottles for semi- 
liquid food products which seem, 
to the consumer, to be designed 
with “premeditated waste” in mind. 


Other consumer resentments 
brought to light in the survey in- 
cluded bottles with inverted bot- 
toms which tend to mislead: the 
quantity of content; the fact that 
the label-picture of the food fre- 





Luggage-Style Prepak . . . Corrugated 
combination shipper by Hinde & Dauch 
provides for pre-sale tryout without re- 
moving the Proll-O-Tone electric organ 
from its case. 
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quently looks better than the ac- 
tual product in the can, and the 
definition of the word “serving” on 
the “heat-and-serve” frozen food 
packages. Consumers, in this latter 
case, contended that the servings 
were not what the average cook 
calls “full servings.” 

According to Mr. Nesbitt, pack- 
agers can eliminate their packaging 
troubles with just a few changes 
in package copy or with larger type 
for explanatory statements printed 
on the package. 

As an example, he cited the case 
of the servings misunderstanding 
on the frozen food packages. He 
suggested manufacturers change the 
copy to read: “Contains two full 
cup servings,” or “contains four 
one-half cup servings.” 

“Such information certainly 
would provide a more accurate 
guide for the housewife,” said Mr. 
Nesbitt. 44 


Milk Delivery Modernized 
With Polyethylene Packs 


Bulk milk packaging — precisely 
the same year after year — has 
changed dramatically with the elim- 
ination of the standard metal can in 
favor of a five-gallon polyethylene 
bag within a box. 

Marketed under the name of 
“Scholle-Pak,” the new container is 
designed to fit all standard milk 
dispensers and has a sealed dis- 
pensing tube attached. 

It offers users a variety of ad- 
vantages including: 


© Economy ... the packaging unit 
cost is approximately 6¢ a gallon 


BRAND NEW 
CURRENT ICCUE 


GLIP BOOK of LINE ART 


YOURS FOR 30-DAY FREE EXAMINATION 


Try it in your own office for 30 days! Puts professional 
flavor into low-budget paste ups. . . saves time and 
money. Used by ad agencies, art studios, printers and 
industry. Dozens of top quality line drawings every 
month. Ready to use — just clip and paste! Just jot 
a memo on your company letterhead: ‘Send me the 


current ‘‘Clip Book of Line Art’’ on 30-day approval.” 
No obligation! 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE |. NEW JERSEY 











KEEP YOUR 
SALES 
MESSAGE 


IN SHARP FOCUS 
LONGER 


e Litho or screen process 
e Any size, shape or type 
e Plain or reflectorized 

e Volume production 


ROBERTSON SIGN COMPANY 


15 N. LOWRY AVE. » SPRINGFIELD, OHIO 


Switch to Lake Shore 


for faster service! 


ELECTROTYPES * NEWSPAPER MATS 
REILLYTYPES *° PLASTIC PLATES 


LAKE SHORE ELECTROTYPE DIVISION 
1224 W. VAN BUREN - CHICAGO 7, ILL. + SEeley 8-1010 





PROMOTIONAL JEWELRY 
FOR SPECIAL EVENTS... 


New product promotions, anniversaries; 
awards for sales, safety, service 


Your emblem or trade-mark accurately 
reproduced on cuff-links, tie clasps, key 
tags, lapel pins, cigarette lighters, belt 
buckles, etc. An attractive, permanent, 
useful reminder of your company. 
Can be tailored to any budget—from 
inexpensive plated finishes to solid gold. 
Free full-color folder of attractive, ¥ 
moderately priced advertising and pro- 
motional specialties—buttons, badges, 
coins, jewelry, etc. Write Dept. 1-G 


Green Duck Company 


1520 W. Montana St., Chicago 14, II. 
Specialists in metal design since 1906 





James D. Woolf 
A SELECTION OF 

THE BEST OF HIS 
‘“SALESENSE’’ ARTICLES 


400 pages that deal 
principally with the creative 
aspects of advertising 


Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 
is a “demand performance.” 
Hundreds of our readers— 
both agencies and advertisers 
—have been besieging us with 
requests for Jim Woolf's ‘‘Sale- 
sense" articles in book form as 
a permanent reference work. 
Handsomely-printed and lav- 
ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 


EXAMINE SALESENSE for 5 Days 
AT OUR RISK 


ADVERTISING AGE, Dept. 
Attention: Book 

200 E. Illinois St., Chicage 

| want———_———- copies of SALESENSE IN 
ADVERTISING. If I am not etely 
satisfied with the book (or books) after a 
5 days’ examination, I can return the book(s) 
and my money will be refunded in full. 


My Name 

Firm 

Address 

City ———-_—--_-—_— Z —— State 
© I am enclosing my check for $ 
© Bill me later (1) Bill my firm 
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Canned Clothing 


The practical and commonplace can, once found only on grocers’ or 
pantry shelves, is invading the family bedroom! According to a prediction 
made by Jack Gumbinner, national soft goods sales director, Canco Div. 
American Can Co., the future retailer will stock his shelves with the follow- 


ing canned apparel: 
hosiery 
belts 
sweaters 
diapers 
towels 
washcloths 


scarves 
anklets 
raincoats 
mittens 
smocks 


pillowcases 


aprons 

polo shirts 
shorts 

gloves 
handkerchiefs 
headwear 


The apparel “can” — in this case — is actually a sealed, opaque, 
rigid paper container in a shape and size that resembles the familiar oat- 


meal package. 


Retailer advantages in using the new packages are easier stackability, 
self-service merchandising and product protection. 


when using these containers and 
further savings are achieved through 
the elimination of _ sterilization 
equipment. 


© Disposability . . . This feature not 
only saves time in sterilizing but 
eliminates return trips for empties 
and bookkeeping on can deposits. 


@ Space-Saving . . . The Scholle- 
Paks are stored in knocked-down 
form, reducing warehouse storage 
space by 90%. When filled, they 
are reported to occupy 40% less 
space than the metal cans. On 
trucks, they can be stacked four 
high. 


The containers are designed to be 
filled with an automatic filling ma- 
chine offered to dairies along with 
the Scholle-Pak. By using the 
Auto-Fill and Scholle-Pak in com- 
bination, one man can set up and 
fill 300 fiive-gallon contains per 
shift. 

According to president William R. 
Scholle, tests at dairies show this 
new package is sanitary, sturdy and 
provides full protection even under 
wet storage and shipping conditions. 
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Coating Products Produces 
Striped Glamor Wraps 


A glamorized packaging material 
with flocked stripes on a gleaming 
metallized surface has been intro- 
duced by Coating Products Inc., 
Englewood, N.J. 

The base material is transparent 
Mylar, a DuPont polyester film 
which is then metallized, embossed 
and then laminated to vinyl or to 
other backings. The new material, 
with flocked stripes, is marketed 
under the name of Mirro-Brite Fi- 
esta Mylar. 

It can be ordered in continuous 


rolls 54” wide, or custom-cut sheets 
in various sizes and shapes. Pres- 
sure-sensitive adhesion is available. 
Samples and additional details are 

available. 
- for more details circle 701, page 107 


Bradley Catalog Shows 
Plastic Box Packaging 


The possibilities of product pack- 
aging in plastic boxes are illustrated 
in a comprehensive catalog from 
Bradley Industries, Chicago. 

Included in the “in-stock” line of 
containers are hinged boxes, square 
and rectangular boxes plus a va- 
riety of round, vial and miscella- 
neous shapes. All specifications of 
size, price and structure informa- 
tion are included for each box 
shown in the catalog. 

Bradley also describes its facili- 
ties for custom-molded plastic con- 
tainers designed to customer spec- 
ifications. 

Copies of the catalog are avail- 
able. 


- for more details circle 702, page 107 


SS a ae 
New Baker Package . . . Walter Baker 
gave its trademark, “‘La Belle Choco- 
latiere,“” emphasis in new package (bot- 


tom) chosen for the company’s Farming- 
ton brand. 





Tobacco, tennis rackets, tea sets...whatever you print will look 
sharp and clear on Hammermill Opaque. The distinctive, radiant 
. whiteness of Hammermill Opaque shows off your product illustra- 


tions in sharpest detail. Three finishes—Pearl, English and Vellum. 


PUTS A FAMILIAR PRODUCT IN A NEW LIGHT 
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HAMMERMILL OPAQUE IS OPAQUE there is 


no objectionable show-through when you print both sides of the sheet. 
That means you can use lighter weights for mailing pieces and save 
money on postage. This insert reproduced by offset on Hammermill 
Opaque, substance 70, Vellum finish. Press speed 3000 per hour, press 
size 42 x 58, sheet size 39 x 57. Hammermill Opaque in English and 
Pearl finishes, too. Hammermill Paper Company, Erie, Pennsylvania. 





BREAKING THROUGH 


> WITH A MUSICAL 


Industrial theater is a growing medium of promotion, and one that 
can range from the very complicated and expensive down to the 
simple and low-budget. Here is the story behind an in-between 


production. 


What is the most effective way of 
capturing the attention of a sophis- 
ticated business man attending a 
sales convention? 

Because of the intense competi- 
tion for attention, that probably 
ranks as the No. 2 problem among 
the nation’s army of sales managers. 
And it rates second to the meeting- 
the-sales-quota headache only be- 
cause it is periodic and not chronic. 

In this era of spectaculars Gene P. 
Robers, vice president of replace- 
ment sales for Carter Carburetor, 
St. Louis, a division of ACF Indus- 
tries Inc., turned to show business to 
gain the spotlight for his company 
this year at the annual Automotive 
Electric Assoc. convention—recog- 
nized as one of the most competitive 
merchandising arenas in the auto- 
motive field. 


> Musical comedy and carburetors 
may seem poles apart, but there’s a 
bit of show business in all merchan- 
dising, he reasoned, so why not pre- 


sent your sales message in the pro- 
vocative atmosphere of pretty girls, 
lilting songs and bright quips? 

A musical show titled “Operation 
Breakthrough,” produced and pre- 
sented by professionals, was the 
medium chosen to tell the story of 
Carter’s 1960 product line to 400 
auto parts distributors attending the 
AEA convention in Chicago. Inter- 
woven among dances, songs, satiri- 
cal skits and filmed sequences were 
the stories of Carter’s in-the-line 
fuel filter, the Zip-Fit Carburetor 
and the Zip-Kit clean out kit for 
carburetors. 

A capacity audience was virtually 
assured when “Operation Break- 
through” was first announced. The 
supply of tickets for the perform- 
ance was exhausted in the early 
days of the convention, and at cur- 
tain time a throng of auto parts dis- 
tributors waited outside the doors 
of the Grand Ball Room of the Edge- 
water Beach Hotel to see the show. 

What they saw and heard was a 


two-and-a-half-hour melange of 
music, dances and skits featuring 
professional talent recruited from 
stage, screen and television, with 
Carter officials appearing in the cast 
to provide product information. 


> Using a lighthearted approach, 
Carter was able to engage the atten- 
tion of important distributors long 
enough to put across its complete 
sales message. Buyers who normally 
would be reluctant to give a half- 
hour to a salesman devoted the 
near-equivalent of a work-day 
afternoon to the show. 

“They served us a sales chocolate 
souffle rather than the steak and 
potatoes that we get ordinarily,” 
commented one distributor. 

Through the medium of a make- 
believe vehicle called “Zipavision” 
(described as an “uncanny but, as 
yet, untested miracle that will take 
us back to the past and forward to 
the future”) it was possible to toy 
with time, moving through 1959 to 
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review Carter’s product achieve- 
ments and into 1960 to explore its 
future in terms of sales potentiali- 
ties. 

“In the eyes of the Carter man- 
agement, the sales show was a suc- 
cess in every respect,” said Mr. 
Robers. “We entertained our good 
friends of other years and were able 
to make new ones. Many of those in 
the audience were new Carter dis- 
tributors, making it doubly important 
for us to tell a complete story.” 


> “Operation Breakthrough” started 
as a gleam from the creative team of 
Carter’s sales promotion depart- 
ment. After Vice President Robers 
had decided on the musical pro- 
duction format for the AEA con- 
vention, he contacted Fred A. Niles 
Productions Inc., Chicago, and ex- 
plained the problem and the ob- 
jectives. 

At the initial planning sesion Mr. 
Robers and L. V. Martikonis, Carter 
promotion manager, explained to 
Fred A. Niles and Max Pride, ac- 
count executive, that Carter envi- 
sioned the project in terms of a 
complete promotional package; that 
while the piece de resistance would 
be the musical show for distributors 
attending the AEA convention, it 
also must serve as a springboard for 


salesmen who would follow through 
with dealers. 

In accordance with that concept, 
it was decided to make a 1212-min- 
ute sales film dealing with the com- 
pany’s new fuel pump an integral 
part of the production. The film was 
to be used later in dealer meetings 
throughout the country. 

In addition, Niles was assigned to 
prepare a “Salesbill,” patterned 
after the familiar “Playbill” of 
Broadway shows, to serve as the 
program at the AEA showing, and 
to coordinate details of the reception 
to be held at the conclusion of the 
show. 


> From the outset, it was a crash 
program. It was necessary to com- 
plete the entire production, includ- 
ing the sales film, in six weeks. Us- 
ually about three and a half months 
are required for a project of this 
scope, according to Mr. Niles. 

After the theme for the musical 
production had been set, the Niles 
staff went to work on the outline 
and, in four days, returned with it 
to Carter headquarters in St. Louis. 
The second meeting ended with 
agreement on details and Niles as- 
signed staff writer John Bancroft to 
the job of researching products and 
personalities and preparation of the 


SMITHCRAFTED!! 


Seeing is Selling 


Sales are often determined by the 

potential customer’s ability to see 

and feel. 
In the Ceramic Tile 
business, bulk and 
weight have always 
been a detriment to a 
successful sales presen- 
tation. In order to solve 
a heretofore insoluble 
problem NATCO turned 
to the design depart- 
ment of The S. K. 
Smith Company. The 
results... 


NATCO can now send their sales force into the field armed with a 
complete and compact sales kit containing 30 color and design 
samples. If your sales aid problem is causing you to lose sales or 
preventing the increases to which you are entitled, have your prob- 


lems — SMITHCRAFTED. 


Illustrated Brochure Available on Request 


THE S. K. SMITH COMPANY 


CREATORS OF SALES AIDS FOR MORE THAN FORTY YEARS 


42 + @y - July 1960 


Ni hae 


2857 NORTH WESTERN AVENUE, CHICAGO 18, ILLINOIS als 
OFFICES IN LOS ANGELES, CLEVELAND, AND NEW YORK 


script. The writing job was com- 
pleted in two weeks. 

In the meantime, Sid Siegel, mu- 
sic director, began selecting likely 
tunes and writing Carterese lyrics. 
Work also began on literature, sets 
and displays. Simultaneously, the 
motion picture department began 
shooting the sales film. 

As soon as the show began to take 
shape, Director Sidney Eden started 
auditioning talent for the principal 
roles and the song and dance num- 
bers. Drawing from his casting files, 
he summoned candidates who were 
appearing in Chicago productions 
and tried out 35 before selecting 
eight for the cast. 


> In the style of a musical revue, the 
show opened with an orchestral 
overture and then the chorus swung 
into the opening number, “Every- 
thing’s Coming Up Carter” to the 
tune of “Everything’s Coming Up 
Roses.” 


These lyrics set the tone of the 
show: 


“Things look swell . . . things 
look great 

Carter’s got the whole world 
on a plate 

Starting here . . . starting now 

There’s gonna be ‘a break 
through ... 


“Clear the decks. . 
tracks 

We've got nothing for you but 
facts 

With their new sixty line 

Yes, there’s gonna be a big 
break through .. . 


. clear the 


“In research and training... . 

Carter’s right there on top 

With their ad program out 
winning 

That'll just be the beginning 


“Here it is... all brand new 
It adds up to more profits for 


you... 

And you'll sell . . . you'll do 
great... 

We can tell . . . just you wait 


That Carter ‘star’ we talk 
about is due... 

Yes sir, there’s gonna be a big 
break through 

And especially for you.” 


Then, employing the purported 
magic of Zipavision, Master of Cer- 
emonies Kenny Bowers introduced 
a flashback to 1959 and chorines re- 
cruited from the cast of “West Side 
Story” regaled the audience with 
Carter’s accomplishments as they 
sang and danced an original mambo 
titled “Yesterday.” Following that 
introduction, came song numbers 
devoted to each of three products, 
the in-the-line filter, the Zip-Fit 





Now the Sales Pitch . . . Vice president 
Gene P. Robers, still in costume, gets 
serious as part of ‘Operation Break- 
through. ”’ 


Carburetor and the 
buretor clean out kit. 

A beatnik sequence injected a 
change of pace, with the MC pro- 
viding narration for slides dealing 
with products in this fashion: 


Zip-Kit car- 


“How about those cats, man? 
And how about these kits? 
Man, they’re way out .. . and 
like Saturday night back at 
the pad. Dig me?” 


“Like safe, too. None of those 
buggy town boys get bugged 
when rejivin’ those carbure- 
tors ’cause, man, those parts 
just ain’t goin’ nowhere until 
they get the word from the 
wrench-hand.” 


“And those parts?—-Real crazy, 
like—right out of carsville 
like genuine. You zip ’em right 
in, and man, those wheels go 
zip!” 

Followed then a switch to the 
coming year, introduced by the 
chorus singing “Today” to the tune 
of “When the Saints Go Marching 
n.” The 1960 merchandising story 
was presented in the form of a tv 
newscast, “The Het Chuntley-Brave 
Dinkley News Report,” with Bow- 
ers playing both roles, and working 
in an interview with a Carter dealer 
to get his opinion on the company’s 
new line. During this sequence, L. 
V. Martikonis presented the com- 
pany’s advertising and merchandis- 
ing story. 

Carter’s training program for 
service station men and mechanics 
was extolled in a “School Song” 
which featured such lyrics as: 


“Carter U. That’s what I’m in- 
troducin’ 

Carter U. The 
I’m choosin’ 

School is down in Old Saint 
Lou 

To train service station folks 
and all mechanics too... 


finest school 


In the penultimate number, the 
whole cast presented “Tomorrow” 
to the music of “Come and Get It 
Day,” a song urging the audience to 
take advantage of Carter products’ 
sales advantages, and then Mr. Rob- 
ers provided a brief summary of the 
program that led to the finale, “Be a 
Carter Man,” a rousing song paint- 
ing a rosy picture of the future. 


> As the sounds of the music died 
away, guests were invited to join 
Carter personnel in the rear of the 
ballroom for refreshments. During 
the next hour, salesmen socialized 
with buyers, answering specific 
questions about products that had 
not been covered in “Operation 
Breakthrough.” 

“Comments from distributors con- 
vinced us that the time, effort and 
expense involved in staging our 
show were worthwhile investments,” 
said Mr. Robers. “We expect the 
benefits to last through the year. 

“One immediate result was the 
response to the color film describing 
Carter’s new fuel pump line. The 
enthusiastic reception given this 
film by our distributors enabled us 
to book it throughout the year for 
showings to dealers sales groups, 
service organizations and similar 
audiences.” 


> Now that “Operation Break- 
through” is history, Carter officials 
are thinking about their sales pres- 
entation for the next AEA conven- 
tion. They’ve several ideas under 
consideration—but they'll reveal 
nothing before the curtain goes up 
again. 44 


Booklet Describes Work 
Of Byron Motion Pictures 


A booklet describing laboratory 
facilities and studio services of 
Byron Motion Pictures, Washing- 
ton, has been published. 

The booklet points out that in 
addition to its Washington office, 
it maintains an office at Orlando, 
Fla., which was opened to provide 
service to rocket and missile clients 
in the Cape Canaveral area. 

The Byron story is unusual in 
that the organization began as a 
producing group. Shortly after its 
founding in 1938, the firm built its 
own laboratory. Before long, other 
producers were seeking Byror’s 
studio and laboratory services, and 
through the years this phase of the 
organization grew so extensively 
that Byron dropped production 
work entirely to concentrate on lab- 
oratory and studio services. 

- for more details circle 703, page 109 
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Spirited Bidding . . 


A IV Auction 


. Eager kids, clutching packs of coupons 


collected with purchases, bid during Saturday show on KMOX- 


TV. 


By Miidred Weiler 


If you need a quick, forceful 
come-back in a market your com- 
petitors invade while you're coasting 
on earlier gains, look to the kids to 
pull you out. The results can be 
quick and far-reaching, and you can 
do it on a limited budget. 

American Packing Co., St. Louis, 
is one of the larger meat packers in 
the business and very early in its 
life built an excellent market and 
became well established. The 44- 
year-old company eventually 
reached the place where it decided 
its market was perfect and then 
coasted along happily until it found 
its competitors had taken the lead 
from them and it was necessary to 
create bigger markets as fast as 
possible. 


> A 30-minute tv auction show for 
children 7 to 14 years old, produced 
live on Saturday morning, turned 
out to be the successful answer. 
Children, particularly those at the 
pre-teen level, are the best good- 
will ambassadors and sales builders 
in the world, according to H. E. 
Hupp, Management Staff, American 
Packing Co. “If you sell the young- 
sters, you sell their mothers, the 
No. 1 consumer, and if you sell the 
consumer you also merchandise the 
product for your retail outlets,” he 
points out. 

A soft-sell 
stresses 


show, the format 


@ Audience participation 
© Competition 
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® Spontaneity 

e Brand-name prizes 

® Take-home gifts 

e Entertainment 

® and a flexibility that permits the 
sponsor to inject new interest with- 
out upsetting the original auction 
theme of the show. 


Under the title “Sunrise TV Auc- 
tion Show,” American Packing Co., 
bought the newly created half-hour 
feature to run 13 weeks. At the end 
of the first eight weeks, sales of the 
four processed packaged products 
featured on the show had increased 
ten times. 

The company bought another 13 
weeks immediately and is now on 
the road to thinking of continuing 
the show for years. 


> The show accomplishes the 
client’s objectives without the aid of 
other advertising media. “We chose 
tv,” Mr. Hupp explained, “because 
we felt it makes more lasting im- 
pressions as compared to newspa- 
pers or other media, and we were 
right. We advertise four of our 
processed prepackaged products, 
ham, bacon, chipped beef and a jar 
of Sloppy Joe (barbecued beef), and 
we've had more orders for hams 
than at any time in the history of 
our company.” 

Based on the company’s trade- 
mark “Sunrise,” the show is built 
around a character called Sunny 
Rise who emcee’s the show and 
conducts the auction. Children who 
write the tv station for tickets 
(which are free) attend the Sunrise 


Auction in the studio. Audience of 
competing youngsters is held to 30 
or fewer. 

Each child must bring with him 
Sunny Rise points which he obtains 
from his mother (or relatives and 
friends). Mother obtains these 
points from her supermarket each 
time she buys any of the four Sun- 
rise products advertised on the 
show. 

Each child uses these points in 
his bidding for prizes given to the 
highest bidders during the half hour 
show. Prizes are brand name toys of 
top quality. “We feel that only qual- 
ity names in prizes such as Motor- 
ola portable radios, Rawlings sport- 
ing goods, Tiny Tears dolls and 
others, would make the children 
brand name conscious and create a 
lasting impression for our brand 
name of quality. 


> During the first 13 weeks of the 
show, the purchaser had to ask the 
butcher or someone at a checkout 
counter for the points (a printed 
Sunny Rise ticket worth 5 points 
each). This, it was soon discovered, 
placed a burden on the retailer, 
who would either forget to give out 
the points unless asked for, or in 
some cases give out more than was 
required to avoid counting out the 
correct number. 

Now the packing company en- 
closes the points in each of its pack- 
aged items that are promoted on the 
show. 

Toys used on the auction are do- 
nated by distributors for the value 





Builds Repeat Sales 


To regain leadership in a competitive field, 


American Packing Co., St Louis, started an auction 


for kids, using in-pack coupons for money 


of the free advertising the toy re- 
ceives on tv during that half hour. 
“We are selective, however,” Mr. 
Hupp points out, “because we want 
only quality toys and those with a 
nationally advertised brand name.” 


> Children who make up the studio 
audience report to the station at 
9:30 am., usually accompanied by 
their mothers. The children are im- 
mediately separated from the par- 
ents and given a briefing by Miss 
Joan, a young lady who assists 
Sunny Rise in the auction. The chil- 
dren, Mr. Hupp reports, are obedient 
and orderly, and in spite of their 
age, are easy to handle, once they 
are separated from their mothers 
and put on their own. 

Mothers cannot influence the bid- 
ding and are guests of the station as 
part of the viewing audience. Each 
mother takes home two of the ad- 
vertised products. 


> In order to maintain viewer inter- 
est in the show for the youngsters 
watching at home, one grand prize 
is used as the big giveaway item on 
the show. At-home viewers also 
bid for this grand prize, which was 
an electric organ during the first 


Good as Gold 
Coupons were used for 
bidding, came with 
packages of products. 


13 weeks. A minimum of 200 Sunny 
Rise points, which can be mailed 
to the studio, were required to en- 
ter the bidding. These had to be 
accompanied by 25 words or less on 
why the bidder liked a particular 
Sunrise product. 

To boost spontaneity on the show 
and at the same time save money, 
no fixed written commercials are 
used. With but four products to push 
on the show, Sunny Rise is merely 
told which of the four items the cli- 
ents wants to sell that Saturday 
morning. He also has all the facts 
about each product. “This saves us a 
lot of writing time,” Mr. Hupp says, 
“and we also get away from that 
static mechanical condition so ap- 
parent when an emcee reads the 
commercial. “We also ask him to 
bring our retailers such as Kroger, 
National Tea, IGA, and others into 
the commercial by using the retail- 
er’s slogan as reason for buying our 
products at his store.” 


> Each of American Packing Co.’s 
1200 retailers was notified by letter 
that the Sunrise TV Auction Show 
would go on the air as a means of 
helping him sell more and without 
cost to him. Six weeks before the 


first auction of the series was on the 
air, Mr. Hupp called on the key re- 
tailers, the big supermarkets and 
told them about the show. There 
was no advance research or cus- 
tomer surveys of any kind con- 
ducted. “We had to move fast, so 
we dispensed with all that and it 
worked beautifully,” he explained. 

Shelf-talkers, including blow-ups 
of Sunny Rise and other p.o.p. ma- 
terial was provided for each retailer, 
many of whom had surrendered al- 
most completely to competitive lines. 

As the show and its point system 
got rolling the 12 key salesmen for 
the packing company began to im- 
mediately step up their productive- 
ness to the point where some retail- 
ers reported customers couldn’t go 
home with any other brand except 
Sunrise because the kids demanded 
the points. 

Flexibility of the auction type 
program, with the children remain- 
ing as the biggest influence wielders, 
permits the company to inject new 
ideas and broaden its market still 
further. 


> Before the holiday season a mys- 
tery prize was included on the auc- 
tion. While the children continued 
to bid each Saturday morning from 
10:00 to 10:30 for the toy gifts for 
themselves, they also bid on the 
mystery gift which would be a pres- 
ent for their mother for Christmas. 
The prize, a valuable electrical ap- 
pliance gift of brand name, remains 
a mystery until the youngster wins 
it on a minimum number of points 
plus the “25 words or less” routine. 

Following this a mystery prize for 
dad was also auctioned. This tied the 
show firmly to the housewife, the 
consumer the packing company 
wants to reach. 

Extended coverage is attained by 
merchandising the show through 
personal appearance of Sunny Rise 
and the tie-in of other products in 
shopping centers. 


> In order to give the Sunrise prod- 
ucts more identification and get 
more people talking about them, 
personal appearances of Sunny Rise 
are planned at shopping centers 
where any promotional gimmick is 
welcomed to bring shoppers to the 
area. The format of the show is a 
natural to open the doors for the 
distribution of other products of re- 
tailers in the shopping area. Any 
retailer in the shopping center, say 
a hardware store, a shoe store, etc., 
can get into the personal appearance 
of Sunny Rise by issuing so many 
points with some of his products 
to be used in bidding during the 
show set up on the shopping center 
lot. 44 
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Better And Faster 
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BOARDMASTER VISUAL CONTROL 


*% Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 


*% Simple to operate — Type or Write on 
Cards, Snap in Grooves 


*% Ideal for Production, Traffic, 
Scheduling, Sales, Etc. 


% Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


Full price $ 49" with cards 


24-PAGE BOOKLET NO. R-500 
Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 


Yanceyville, North Carolina 


WHAT KIND OF VISUAL SALES 


Inventory, 





JOB DO YOU HAVE IN MIND? 


We have automatic 

projectors for point 

of sale and trade 

shows. We have 

desk top viewers for 
both slides and film strips — with or 
without sound, designed with your 
salesmen in mind. 


For information, write Dept. A-7 
TEL-A-STORY, INC., Davenport, lowa 


Promotion Men! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster ... world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AR 245, Wilton, Conn. 


for August 


Desk-top 
Filmstrip 
Projectors 
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Filmstrips From Motion 
Pictures Pose Problems 


When one considers the value of 
the motion picture, eliminating any 
sophistry that creeps in when sell- 
ing the virtues of a medium, you are 
left with this basic fact . . . motion 
pictures move and it is in this move- 
ment that the motion picture has 
validity as a teaching tool, an ex- 
planatory technique, and one of the 
most compelling of all attention get- 
ting devices. 

What happens when you elimi- 
nate this primary quality of move- 
ment and offer the pictures that 
move in a static form? You'll find 
the answer by seeing a filmstrip 
made from motion picture frames. 


1. The blur of the motion picture 
frame is never quite eliminated in 
the filmstrip. 


2. The motion picture showing a 
man talking is most unsatisfactory 
when used in a filmstrip. Those 
logical auditors, the ear and eye, see 
the frozen picture and hear the 
conversation. What is said becomes 
obscure because the eye and ear 
keep insisting that it is not the man 
in the picture who is talking. The 
synchronizing difficulties are so ap- 
parent that the audience is never 
at ease, and an uneasy audience is 
not a receptive one. 

International Harvester’s Motor 
Truck Division, the sponsors, and 
Parthenon Pictures, the producer, 
faced these difficulties in making 
“The 1960 Cooperative Advertising 
Plan,” a color sound filmstrip, made 
largely from frames of a motion 
picture. 

Surely, the picture is less expen- 
sive than the production of a film- 
strip from original materials. And 


Each month, AR editors review 
films and filmstrips of interest to 
advertising and sales promotion 
men, to help them look at the 
field more critically, to improve 
standards and understanding of 
the technique. Sponsors are in- 
vited to submit their films for re- 
view. 


for all we know, the dealers of In- 
ternational Harvester will respond 
to the cooperative plan so well that 
the sales of IH trucks will zoom. 
The script is excellent. Actors Stu 
Irwin and Herb Newcomb read it 
like two old pros should. 

And yet, the nagging conclusion 
remains. Motion pictures have cer- 
tain characteristics that do not lend 
themselves to filmstrips. Technical- 
ly, this filmstrip is not as good as 
it could be. This is an important 
advertising plan IH is talking about, 
both for IH and the dealers. Im- 
portant things deserve presentations 
without technical flaws. 

Requests to view the film may be 
sent to William O. Maxwell, Con- 
sumer Relations Department, Inter- 
national Harvester, Chicago. E.S. 


Monsen Filmstrip Tells 
Story of Type’s Origins 


In “Type and Its Origin,” the 
script writer starts his story with 
the need of early man to communi- 
cate and finding an outlet in draw- 
ing on his cave wall. This will give 
you some idea of the scope and 
development of this filmstrip. 

Of value to the apprentice in the 
graphic arts, students and interested 
laymen, this filmstrip is also a 
good example of how this sort of 
vehicle can be created with other 
than original sources for the vis- 
uals. Museum shots, reproductions 
of ads, charts and examples of 
types make up the majority of the 
pictures. 

Sponsored by Monsen, the typo- 
graphic service, there is no “sell” in 
the filmstrip for that organization. 
Instead, it is a plea for intelligent 
and sympathetic use of type. Re- 





quests for copies of the filmstrip 
should be directed to Monsen at 
either 22 E. Illinois St., Chicago, or 
928 S. Figuerea St., Los Angeles. 

E.S. 


Eastman Kodak Describes 
Film Production Process 


Any residue of doubt, left as to 
why finished photography is not al- 
way top quality, dies quickly after 
a viewing of Eastman Kodak’s mov- 
ie, “How Film is Made.” The fault 
lies with thee and me, friend, and 
certainly not with Eastman Kodak’s 
film. After looking and listening 
to 19 minutes and 700 feet of a 
16mm, _ step-by-sanitized-step of 
film production, this viewer is con- 
vinced any roll of film in the familiar 
bright yellow box is more germ- 
and-dust-free than me. This was 
the main message of the film. . 
the meticulous attention given to 
the smallest detail and the control of 
the processes. However, since it was 
planned and produced for showing 
to the general picturetaking public 
as well as those interested in pro- 
fessional photography, it seems at 
least possible that the film could 
have skipped a few stops in the 
lightning-fast tour through the plant 
and slowed down others for the 
sake of simplicity and recall. 

Of considerable interest is the 
special lighting used in several of 
the scenes. This lighting provided 
viewers with a look into film pro- 
duction steps conducted in almost 
total blackness. (A _ look they 
couldn’t have had, incidentally, on 
on an “in-person” tour.) Specific 
steps included manufacturing the 
film base, mixing the basic ingre- 
dients used in emulsion making, 
coating methods, slitting and spool- 
ing, and the final packaging. 

This Kodachrome film is avail- 
able on a free-loan basis. Distribu- 
tion is handled by Audio-Visual 
Service, Eastman Kodak Co., Roch- 
ester, N. Y. B.M. 


Big Movie for 
Regional Firm 


In “Saga in Sugar,” a _ regional 
company, the U and I Sugar Co. 
realizes two basic objectives. It 
establishes itself as an organization 
affiliated with a specific region, the 
region where it hopes to sell its 
products, the Pacific Northwest. 
And it tells the importance of beet 
sugar to the economy of that re- 
gion. 

By realizing objective one, the 
company anticipates efforts of na- 


tional competitors to do battle with 
U and I for Pacific Northwest sugar 
business. By achieving objective 
two, it offers a line of reasoning 
motivating Pacific Northwest cus- 
tomers to buy beet, not cane, sugar. 

The approach taken in this 16mm 
24-minute, sound and color movie 
produced by David W. Evans and 
Associates, advertising agency head- 
quartered in Salt Lake City, is much 
like a travelog. Such is the attrac- 
tion of the Pacific Northwest that 
the results include beautiful pic- 
tures of a beautiful country. The 
script engages in some rather broad 
flag-waving, but as the film is de- 
signed for home folks, this may 
well be an asset. 

What seems important in this film 
is that a regional concern has made 
an effective tool in holding its mar- 
ket against national giants. If your 
selling scope is regional, “Saga in 
Sugar” shows you an effective and 
logical direction you might take. 

Basic distribution is limited to 
Washington, Oregon and Idaho. Re- 
quests for prints should be directed 
to Roy McFarland, David W. Evans 
and Associates, 110 Social Hall Av., 
Salt Lake City. £8. 


Business Life Insurance 
Given Strong Sales Points 


A strong case for the need of 
business life insurance is vividly 
portrayed in “Castles In The Sand,” 
a color filmstrip by Insurance Coun- 
seling Service, Div. Continental 
Film Production Corp., 2320 Ross- 
ville Blvd., Chattanooga, Tenn. 

The viewer is almost immediately 
swept into the lives of three busi- 
ness partners, one of whom has just 
died. The story, from that point on, 
presents the problems of the two 
surviving partners so dramatically 
no business man without that type 
of insurance could fail to be im- 
pressed. Part of the film’s effective- 
ness is the authority given the dra- 
matic treatment by telling the facts 
from the attorney’s standpoint. 

As a selling aid for this type of 
insurance, “Castles In The Sand” 
cannot be denied. It is one of a series 
designed to be used by insurance 
salesmen. Prints sell for $85. Both 
quantity prices and customizing is 
available. B.M. 


Film of Titles 
for Film Makers 


The title of a motion picture does 
more than identify the picture and 
carry the credits. If properly de- 
signed, it gets an audience into the 


proper mood to approach the film 
to come; it pulls the many minds in 
the auditorium away from the var- 
ied thoughts they might have 
brought to the showing, and pre- 
pares them to view what is ahead. 

“Title Tale,” a 10-minute coior 
film produced by Geo. W. Colburn 
Laboratory, 164 N. Wacker Drive, 
Chicago 6, is a collection of titles 
produced in the Colburn Lab, put 
together in a reel that illustrates the 
various ways in which titles may be 
put together. It demonstrates the 
effects of typeface, superimposition, 
color, and other factors that affect 
title impact. 

Prints may be borrowed from 
Colburn. R.B.K. 


Rank Plastic Records 
Reports First Mass Use 


First mass use of the Rank Audio 
Plastic record (see AR, March, p. 
60) will be to impart technical in- 
formation to members of the dental 
profession, to instruct chess players, 
and as an incentive-premium to 
spur sales of socks to teenagers. 

The new, low cost, high fidelity 
plastic record, which weighs only 
one-eighth of an ounce and is four- 
thousands of an inch thick, is made 
of an unbreakable polyvinyl chlo- 
ride plastic. 

It is produced by Rank Audio 
Plastics, a division of Rank Records 
of America Inc., New York. The 
company is owned by the J. Arthur 
Rank organization of England and 
Librairie Hachette of France. 

First users were the Shamrock 
Hosiery Co., New York; Cardinal 
Industries Inc., Brooklyn; and the 
Audio Journal of Dentistry, Phila- 
delphia. 44 


3M Introduces Sturdy 
Tape for Business Use 


A new recording tape designed to 
withstand the rough treatment of 
tape in business and industrial au- 
dio-visual use has been announced 
by Minnesota Mining and Manu- 
facturing Co. 

Scotch brand 311 magnetic tape, 
using a new backing material called 
Tenzar, is tear, stretch, and mois- 
ture resistant, yet is priced in the 
same range as the standard acetate- 
backed tape, the company said. 

Tenzar was developed, 3M said, to 
hold up under recording and play- 
back conditions involving frequent 
repeat, continuous play and con- 
stant handling. Ordinary tapes nick, 
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curl and wear out rapidly when used 
repetitiously, as in the case of in- 
ventory taking, taped background 
music in plants or sales corres- 
pondence via tape, 3M said. 

The company is offering a folder 
and a strength test sample of the 
new tape. 

+ + « for more details circle 712, page 107 


Remote Control, Focus 
Features of Projector 


A 35mm slide projector featur- 
ing a three-way remote control 
which is said to focus the lens and 
to advance and reverse the mag- 
azine, has been introduced by 
Airequipt Manufacturing Co., 20 
Jones St., New Rochelle, N. Y. 

An automatic 500-watt projector, 
the Superba 77 can be operated 
four different ways. The first is re- 
mote control which permits com- 
plete control of the projector from 
anywhere in the room. According 
to the company, automatic arm- 
chair operation, which previously 
meant only slide-changing, now in- 
cludes control of the lens on this 
model. Constant sharpness on the 
projection screen is assured, it is 


said, as the host may adjust the lens 
focus without leaving his seat. 

In addition to remote control, the 
projector can be operated by push 
buttons on the control panel, or the 
timer can be set to change slides 
at any interval from about 2 to 
about 30 seconds. There is also a 
built-in manual slide carrier, per- 
mitting one to preview individual 
slides before loading them in mag- 
azines. 

The Superba 77 weighs 11 pounds 
and retails at $119.95. Other Super- 
ba models start at $59.95. 44 


Miniature Speaker Has 
Many and Varied Uses 


The Trade Manufacturing Co., 
2024 S. Wabash Av., Chicago, has 
introduced a miniature speaker, half 
the size of a pack of cigarets, which 
will, according to the company, bring 
stereo-type sound to conventional 
radios. 

The product, known as the Mini 
Speaker, can be clipped or screwed 
into ledges, shelves, walls, or re- 
cesses without the addition of extra 
parts or the use of extra equipment. 

The Mini Speaker is housed in a 





Pick a Bonus Combination .. . 


Here’s a package deal that’s fit to be tied and wrapped for economy. 
Combine your insertions in any two—or three—of these publications. 


° Advertising Requirements 


¢ Industrial Marketing 


°* Advertising Age 


issued by Advertising Publications, Inc. 


By combining your total number of insertions 
you earn the best frequency discount for each, 
and the minimum rate-holder regulations apply 


for maximum economy. 


Advertising Requirements 


200 E. Illinois St., Chicago 11 





steel case 24%4” square. It is equipped 
with a simple three-way control for 
single or dual operation or complete 
cut-off. 

The speaker retails at $7.95. 44 


Billboard is Outlet 
For Pleasant Music 


Residents of Syracuse, N. Y., hear 
soft, pleasant music in the down- 
town section of their city. The mu- 
sic comes from an outdoor billboard 
and it underlines the copy theme 
that National Biscuit’s new product, 
Millbrook bread, is baked to the 
accompaniment of music. 

The sign, said to be the first of its 
kind in the country, shows National 
Biscuit’s trade figure “Maestro 
Millbrook,” key symbol in tv and 
newspaper advertising, at a piano. 
The music is piped into the sign by 
Muzak and released through two 
hidden amplifiers. Much the same 
type of music that Muzak sends to 
supermarkets, restaurants, banks, 
offices and factories is sent through 
the sign. 

The sign is located at an intersec- 
tion with a daily traffic meter read- 
ing of some 45,000 persons in cars 
and an additional 3,000 to 4,000 pe- 
destrians. 44 


Booklet Describes Hidden 
Losses in U.S. Business 


A booklet “11 Hidden Losses in 
Your Business” is being offered by 
Dictograph Products Inc., Jamaica, 
N. Y 


The booklet shows the role in- 
ternal communication systems 
play in eliminating costly return 
telephone calls, improving customer 
relations, eliminating work-post ab- 
senteeism, cutting down mistakes 
and maintaining privacy. 

The booklet is available upon re- 
quest. 

. « for more details circle 713, page 107 


Animation Service 
Publishes Brochure 


Motion without movement, by 
trans-illumination, television, rear 
projection and front projection for 
displays, exhibits, presentations, 
point-of-purchase, sales aids, screen 
and television animation, education, 
training aids and devices is the 
business of Technical Animations 
Inc. 

The Port Washington, N.Y., firm 
has issued a brochure “Technama- 
tion” showing how these techniques 
can be put to work by business and 
industry. 

+ + + for more details circle 714, page 107 





What You Need to Know About 
FILMSTRIPS /SLIDE SHOWS 


Adapted from a new booklet with the same title, this 


article gives you the fundamental facts about these two 


increasingly popular visual media. 


By Herbert C. Rosenthal 
Director, Graphics Institute 
New York 


© What benefits can you get from 
using filmstrips/slides? 


1. The movie atmosphere appeals 
to your audience. When an audience 
sits down to see a filmstrip or slide 
show, they will probably see anum- 
ber of familiar elements: a projec- 
tor, a screen and seats arranged for 
audience viewing. They know they 
have come to see a film presentation 
of some sort — and you benefit from 
their lifetime of experience in movie 
going. Consciously or unconsciously, 
your audience expects to be enter- 
tained and, perhaps, enlightened. 
Thus you start with an audience 
that is predisposed to give your 
message a favorable hearing. 


2. The medium promotes informal, 
flexible presentation. A filmstrip or 
slide show can be put on almost 
anywhere — from a theater or 
meeting hall to a small office. This 
type of presentation can be shown 
in a light as well as a dark room, 
and needs little more basic equip- 
ment than a projector and a source 
of electricity. And at a modest cost, 
this film presentation can be tail- 
ored to the specific needs of your 
audience. 


3. You have ease of showing, stor- 
ing and shipping. Such alternatives 
to this film presentation as a flip- 


chart or a flannelboard or an exhibit 
all have specific uses for which their 
format is best. But filmstrips and 
slides are, of course, much smaller, 
lighter and easier to show . . . to 
store ... to ship. They are less ex- 
pensive to ship. And they also stand 
up well to repeated showing and 
presentations. 


© What exactly are filmstrips/slide 
shows? 


A filmstrip is a series of drawings, 
still photographs, diagrams, charts 
or lettering on a strip of 35mm film. 
Perforated edges of the film fit over 
projector sprockets. When adjusted 
to project the first frame or picture 
on the screen, each succeeding im- 
age will also be in focus and in 
proper position on the screen. 

The verbal accompaniment on a 
filmstrip may be presented by a 
type-set series of titles which ac- 
company the pictorial frames or 
take up entire frames by themselves. 
The commentary may also be read 
from a script by a speaker. Many 
filmstrips are presented with sound 
— generally a record made spe- 
cifically for the purpose of accom- 
panying the filmstrip, and played on 
a phonograph when the filmstrip is 
projected. This is known as a sound 
filmstrip, or occasionally, as a sound 
slide film. 

There are sound filmstrip projec- 
tors which transmit an inaudible 
signal from the record to the film 


projection apparatus. This signal 
automatically advances the filmstrip 
through the projector. Other projec- 
tors must be advanced by hand, with 
the operator following an audible 
signal incorporated in the record. 

The average filmstrip ranges from 
35 to 75 frames in length, with an 
average presentation time of 7 to 10 
seconds a frame. If there are fewer 
than 35 frames, it is probably best to 
stay with individual slides. Film- 
strips much longer than 100 frames 
tend to tire the audience unless they 
are of unusual interest. 


Advantages of Filmstrips . . . Since 
all the frames are in sequence on a 
single strip of film, they can never 
get out of order. Filmstrips are light, 
easily stored and shipped, and con- 
dense much information. Even a 
100-frame filmstrip can be shipped 
in a small plastic container that will 
be not more than two inches in 
diameter. And multiple copies of a 
filmstrip are inexpensive to produce. 


A slide show is a series of slides 
based around a single topic or 
theme. The most popular type of 
slide in use today is made on 35mm 
film. When processed, the film is cut 
into individual pictures and placed 
in cardboard or glass mounts ready 
for projecting. These are called 2x2 
slides, since the mounts are 2” 
square. There are also larger slides, 
up to 4x5’, which are best adapted 
to projection in large auditoriums. 
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Slides, too, can be used to present 
drawings, still photographs, di- 
agrams, charts or lettering. 

Although slides are individually 
mounted, they can be projected in a 
steady sequence by use of available 
projection equipment. These have 
the slides prearranged in order in a 
magazine attached to the machine. 
An automatic mechanism places the 
slide in position for projection, and 
removes it when the projectionist is 
ready to show the next picture. 

Other projectors change slides at 
definite time intervals, or can be 
connected with a tape recorder 
which presents a commentary, auto- 
matically changing the slides at the 
proper times by means of an inaud- 
ible signal. 


Advantages of Slides . . . Slides are 
also light, easily stored and shipped 
— although not quite as simple to 
handle as a filmstrip. However, 
slides are more flexible than a film- 
strip — since a slide sequence can 
readily be changed to fit local needs, 
or to keep timely and up to date. 
This can be done by just changing a 
small number of the slides or by re- 
arranging their sequence. 

A change in a filmstrip generally 
requires reshooting and running 
new prints of the whole filmstrip. 


© Why make them instead of a mo- 
tion picture? 


Lower cost of production . . 
A sound filmstrip can be made for 
one-quarter to one-half the cost of 
a sound motion picture. And fre- 
quently, the sound filmstrip can be 
equally — or sometimes even more 
— effective than the motion picture. 


Lower cost of equipment .. 
The projection equipment needed to 
show filmstrips or slides is much 
less expensive than motion picture 
equipment. In addition, prints of 
filmstrips, or extra copies of slides, 
are much less expensive than prints 
of a motion picture. 


More flexibility . . Both filmstrips 
and slides can be shown widely and 
easily, because the projection equip- 
ment is light and easy to transport, 
as compared with motion picture 
projectors. Also, it is much less ex- 
pensive to change or up-date a slide 
or filmstrip presentation than to 
similarly revise a motion picture. 


© What are the main ways you can 
use filmstrips/ slides? 


For education and public rela- 
tions .. There are 100,000 schools in 
the United States which have equip- 
ment to show filrnstrips or slides. 
They regularly present to their 
classes filmstrips and slides which 


they have either purchased or which 
have been distributed to the schools 
by corporations and organizations. 
Similarly, a large audience has been 
built up among women’s clubs, 
church groups and other community 
organizations. Many of these groups 
have filmstrip and slide projection 
equipment. If not, they are amenable 
to somebody coming in and showing 
this material as part of their meet- 
ing program. 


For training . . Filmstrips and 
slides are used extensively in sales 
training, demonstrating both meth- 
ods of selling and the selling points 
of various products and services. 
This film medium is also frequently 
used for on-the-job training of em- 
ployes — to demonstrate how ma- 
chinery works, office procedures, 
and other subjects management 
wants to get across to employes. 


For sales . . Filmstrips and slides 
are extensively used in sales pres- 
entations. One way is in personal 
selling. The salesman brings his 
portable projection equipment with 
him and makes a filmstrip or slide 
presentation at his prospect’s desk. 
In addition, there is a large use of 
filmstrips and slides for point-of- 
sale presentation. 

At retail stores, machines are set 
up for on the spot viewing, as they 
are at conventions and meetings. 
They automatically and continuous- 
ly play and repeat a filmstrip or 
slide sequence. 


For speakers’ aids . . Slides or 
filmstrips can do much to make a 
speaker’s life easier. They form a 
visual outline for his talk, so that he 
does not have to worry about re- 
membering the sequences. They 
offer illustrative highlights to keep 
the audience interested. And they 
insure, in a broad campaign where 
many speakers are being used, that 
the same basic message will get 
across to audiences throughout the 
country through the standardized 
filmstrip or slide portion of the 
presentation. 


® What are the basic steps in 
making a filmstrip/slide show? 


1. The basic idea is hammered 
out . . Client and film producer sit 





down and discuss the basic idea or 
theme for the presentation. After a 
thorough orientation, the producer 
works up an outline of what should 
go in the script. When he has gotten 
the client’s reaction to this, the pro- 
ducer is ready to proceed to the 
next step. 


2. The script is prepared . . 
The producer now comes up with a 
typewritten manuscript giving a 
frame-by-frame sequence of what 
will go into the filmstrip or slide 
show. The client once again has an 
opportunity to react at this early 
stage of the game. 


3. Storyboards are created . . 
These are rough sketches of the art- 
work that will be seen in the pres- 
entation. They are arranged in the 
sequence of the script — and have 
the verbal accompaniment from the 
script attached to each rough sketch. 
Once again, at this stage, the client 
has the opportunity of giving his 
reaction and having the producer 
make changes. 


4. The artwork is executed . . 
The producer’s art staff executes the 
artwork upon the basis of the rough 
sketches and the client’s reactions 
and suggestions. If this is to be a 
silent filmstrip with captions, type 
matter is set by the producer. If 
photos are being used, they are 
sized, retouched if necessary, and 


prepared for integration into the 
film. 


5. Artwork goes before the cam- 
era .. For a filmstrip, the artwork 
is now photographed in sequence 
and a master color negative pro- 
duced. From this negative a set of 
three answer prints is made. These 
prints are examined by the produc- 
er and his client, and the one that 
seems to have the best color values 
is selected. The density of print 
chosen here is then matched when 
the client orders the number of 
prints he wants for distribution. 


6. The recorded or spoken 
commentary is arranged .. 
If this is to be a sound filmstrip, the 
producer arranges for recording the 
sound. 

This recorded commentary can 


range in complexity from a simple, 
one-voice commentary to the use of 
several voices, dialog, background 
music and sound effects. 

If the commentary is to be given 
by a live speaker accompanying the 
filmstrip or slides, copies of the 
script are printed for use by the 
speaker. 


® What does a typical filmstrip/ 
slide show cost to produce? 


There are a number of variable 
factors that influence the cost. Three 
are most important. 


1. The number of frames . . 
As mentioned earlier, a typical film- 
strip or slide show can run between 
35 and 75 frames, and occasionally 
as high as 100 frames. Naturally, 
the greater the number of frames, 
the higher the cost. 


2. Artwork or photographs . . 
Artwork, especially prepared to tell 
a meaningful sequence story will 
naturally be more expensive than 
if you used a collection of existing 
or stock photos. However, if you 
have to make photographs espe- 
cially for your presentation, the cost 
of this new photography may reach 
as high a total as would the prepara- 
tion of artwork. 


3. Handling of audio component 
- « If the verbal accompaniment for 
your filmstrip or slide show will be 
a local speaker reading your script, 
the cost of your audio component 
will naturally be modest — since 
your main expenditure will be mak- 
ing printed or mimeographed copies 
of the script. 

If you record your sound track, 
you can add much to your presenta- 
tion. Of course, it will also add to 
the cost — since it will be necessary 
to hire actors and a sound studio 
to make the recording. The use of 
background music and sound effects 
can further increase the effective- 
ness of your audio component — 
and also its cost. 


> We present below three typical 


GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 
Our service unexcelled. 
Try us the next time you need 
quantity photos. 


PRICE LIST 
8x10 GLOSSY PHOTOS 


c negati your 1.65 
ow aan. tL = x 
Prices on request. 
MAJOR PHOTO Co. 
Commercial Photographers 


116-118 W. Ohio St. © 10, Illinois 


Chicago 
Dept. J-7 @ _ Telephone: Michigan 2-5651 








SHIVA 


STRETCHES 


YOUR 
DOLLARS! 


More color per 
tube! More for 
your money! 
Goes Further! 
Versatile! That's 


SHIVA 
NU-TEMPERA 
DESIGNERS 
COLORS 


See them at 

your dealers! 

Write for free 
color card. 


SHIVA ARTIST S COLORS 
433 W. GOETHE ST. 
CHICAGO 10, ILLINOIS 
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budgets for filmstrips. Of course, no 
budget is really “typical.” You may 
find that your specific filmstrip or 
slide show — though it may seem to 
have the same components as out- 
lined in the budgets below — will 
cost less or perhaps more than these 
figures. However, these budgets may 
be of some value as crude bench- 
marks. 


Production A 


60-frame picture 

No titles; no recorded sound 

Narration to be read from script sent 
with film 

Original script 

Visual component composed of original 
artwork or photographs specially made 
for the presentation. 

Running time: 8 to 10 minutes 


Cost: $3,000 to $4,000 


Production B 


60-80 frames 

Simple sound filmstrip 

Original script 

One voice recorded commentary plus a 
few titles 

Original artwork or photographs 
Running time: 10 to 12 minutes 

Cost: $4,500 to $6,000 


Production C 


75-100 frames 

Comprehensive sound filmstrip 
Original script 

Several voices plus integrated music 
and sound effects 

Original artwork or photographs 
Running time: 13 to 18 minutes 

Cost: $7,500 to $10,000 


Extra prints and records . . The 
budgets outlined above represent 
the cost of making a finished master 
copy of a filmstrip or slidefilm. 

The next step is a production run 
of filmstrip prints and records to 
provide enough copies for distribu- 
tion. A typical distribution kit will 
contain a filmstrip in a plastic con- 
tainer with a label on it identifying 
the title and sponsor, a record sim- 
ilarly labeled, and a shipping carton 
in which both record and filmstrip 
can be shipped. 

In quantities of 100, these kits 
will generally cost somewhere be- 
tween $10 and $12.50 each. 


@ Where can you show a filmstrip/ 
slide show? 


1. To schools and clubs . . If 
your public relations filmstrips or 
slide shows really have audience in- 
terest, you can get a substantial 
number of showings of this mate- 
rial before school audiences and 
community groups. Of course, you 
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have to work to build this audience 
by announcements to the press, by 
mailings to schools and clubs telling 
them of the availability of your film, 
and by a general promotion cam- 
paign. 


2. In clients’ or prospects’ offices 
- « You will find that most clients 
and prospects will be willing and 
frequently even eager to see your 
filmstrip or slide show — particular- 
ly if your presentation will have 
some valuable information for them. 
Using portable equipment, you can 
easily show your presentation in 
your clients’ or prospects offices. 
You can also arrange bookings be- 
fore trade conventions and other 
meetings—or you can set up an 
automatic repetitive play machine 
in the lobby of the meeting or in 
a store. 


3. In your own office . . You can 
gain a certain amount of prestige 
effect by inviting clients and pros- 
pects to come to view your film 
presentation in your own office. 
Once more, we must point out that 
— particularly in these circum- 
stances — your film must be well 
worth your visitors’ time in order 
for you to benefit from the showing. 


® How do you handle a filmstrip/ 
slide show? 


1. Use local projection equip- 
ment. . It is estimated that 100,000 
schools in the U.S. now have their 
own filmstrip/slide show projection 
equipment. In addition, many thou- 
sands of clubs, organizations and 
businesses are equipped with film- 
strip and slide projectors. When 
booking your filmstrip for a show- 
ing, therefore, it would be wise to 
investigate and see what the pro- 
jection resources are at your show- 
ing place. 


2. Rent projection equipment. . 
If your need is for just an occa- 
sional showing at widely scattered 
places throughout the country, more 
or less simultaneously, it would be 
a good idea to rent projection 
equipment. Almost any town or city 
of any size in the U.S. has a shop 
from which such equipment can be 
rented. Look in the local Yellow 
Pages under “photographic equip- 
ment and supplies” or “motion pic- 
ture machines.” You can also get a 
free list of photographic dealers 
from the Natl. Audio Visual Assn., 
Fairfax, Va. 

You can generally rent a projector 
plus screen for three days to a week 
for $10 to $15. 


3. Buy projection equipment. . 
If you are planning to develop an 
active filmstrip/slide show program, 


then your best bet is to buy projec- 
tion equipment. There are many 
machines available, some of which 
will handle both filmstrips and 
slides, and with varying degrees of 
automaticity. In general, the more 
automated the machine, the higher 
the price. 


@ Should you integrate other mate- 
rial with your filmstrip/slide show? 


You certainly should. In order to 
get best results, you should work out 
an integrated program which will 
utilize the potentialities of your 
filmstrip/slide show for translation 
into other media on a low cost basis. 
Specifically, you should think in 
terms of having your filmstrip pro- 
ducer prepare the following corre- 
lated items: 


Promotion mailers and posters. . 
Using sections of your film art for 
illustration, you can prepare, at rel- 
atively low cost, provocative pro- 
motional mailers and posters. The 


mailers should include a _ business 
reply card, and be sent to potential 
audience groups to promote show- 
ings of the film. The posters can be 
used to promote audience attend- 


ance when a showing has been 
scheduled. 


Meeting guides and manucls. . 
If your presentation is going to be 
shown in the field by a group rela- 
tively untrained in the technique or 
the subject matter, it is a good idea 
to have your filmstrip producer pre- 
pare a meeting guide or manual to 
go with the filmstrip or slide show. 

This guide should contain a com- 
plete plan for a showing, including 
such information as how to run the 
projector, how to set up chairs for 
the meeting, and some discussion 
topics to cover after the showing. 
The guide should also contain a 
complete script and a reproduction 
or description of the accompanying 
visual frame for each portion of the 
script — so that the projectionist 
can familiarize himself with the se- 
quence and be able to recover 


quickly if he gets out of synchroni- 
zation. 


A take-away piece . . Your pres- 





Gilbert 
TYPEWRITER 
PAPERS... 


Now in Sparkling New Flip -Top Boxes... Anew feature has been added to 
the popular Gilbert line of boxed typewriter papers. The familiar red and white box now has a flip-top opening 
that makes it so easy to take out only the paper required for immediate use. There are no crumpled edges or 


prying with finge rnails to remove the paper. Then too, with the lid closed the remaining paper is fully pro- 
tected until used. 


You'll find Gilbert cotton fibre papers better than ever, with the beautiful Hi-Fi white. All grades of 
Gilbert bond papers and onionskin papers are available in the new boxes: 8% x 11, 500 sheets to the box. In 
addition, there is the 8% x 11, 100-sheet box, as well as regular ream wrapped cut-stock, in a variety of sizes. 
Ask your merchant, printing supplier, or stationer about the flip-top box or other cut-size Gilbert Papers. 


GILBERT PAPER COMPANY GILBERT 
Menasha, Wisconsin 
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QUANTITY 


Photos Sel/ 


They couldn’t mail a Model, so they 
sent a glossy photo. If you can’t 
send your product, send a photo. 


8 x 10 WA 


GLOSSY 

PHOTOS 

QUANTITY Photos will sell for 
you, because they are QUALITY 
Photos. 


8 x 10 GLOSSY PHOTO PRICE LIST 
Number 12 | 25 | 50} 100 
Price ea. | 20c | 15¢ | 12¢ | 9¥%c 

Write for complete Price Catalog 


QUANTITY PHOTO CO. 
113 W. Hubbard St. * Chicago 10, Ill. 
Telephone SU 7-8288 


EACH 
ae el 
of 100) 


At three times the price, 
you can't buy a better luci! L 
SOLD DIRECT ONLY 
with a ten day 
money-back GUARANTEE 


18”x 24” focal plate, 
17x23” copy board. 
Four dia, up or down. 
Hundreds sold to the 


nation’s top firms... 
never a return! 


19 00 complete with 
Raptar F 4.5 lens 
Send for literature today! 


LUCYGRAF Mfg. Co. 
1929 N. Hillhurst Ave. 
L.A. 27, NO, 1-0637 


i Rimee bee ACCURATE/ 


GEM Color—TOP QUALITY letter- 
press printing ot LOW COST for 
runs 100 to 10,000. R 
from Ektachrome or art ar = 
color proofed. DELIVER 
KS. Free samples. 


reed ane Boomers 
ALL USERS 


WANTED oF orcas 


RUBBERCAL® (plastic decal) is permanent, 
waterproof, tough. Applied without water in 
any kind of weather. You save many ways. 
Write for free samples and estimate — foday. 


MULTI-COLOR PROCESS COMPANY 
321 SO. QUINCY + TULSA, OKLAHOMA 


MM MM 
Do you use filmstrips? 

See next month's 

Advertiser's Buying Guide 
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erture of £/64? All-in-all this “rou- 
tine assignment” was beginning to 
take on the proportions of a full- 
fledged challenge demanding the 
ultimate in performance from our 
equipment and film. 


> After several hours of head 
scratching and coffee drinking we 
decided to employ a “line-light” of 
bare flash above the production line 
as the basic illumination, with ac- 
cent light from several banks in 
specific areas. The one light was 30’ 
of ordinary construction wire with 
heavy duty rubber sockets every 
12”. It was secured overhead by 
means of rope, and plugged into 
our main control switch. 

Once the circuits were checked 
we were ready to shoot. With me 
at the machine, my associate, Irwin 
Dorf, opened the shutter and threw 
the switch that sent over two mil- 
lion lumen seconds of light from 
the 43 large flashbulbs. It com- 
pletely bathed the area in a soft 
shadowless illumination. 


> Upon viewing the processed trans- 
parency the nerve-shattering anx- 
iety of the previous two days came 
to an end. Our objectives had been 
achieved—the spark plug line stood 
out in bold relief complete to our 
client's name on the foreground 
plugs, and the purity of the white 
porcelain testified to the stability 
and excellence of the new Ekta- 
chrome E-3. 

Yes, industrial photography has 
become almost routine! Almost, but 
not quite. 44 


Agfacolor Negative Film 
Offered to U.S. Market 


Agfa Inc., New York, has an- 
nounced that its Agfacolor negative 
film is now available at all of its 
1,300 dealers throughout the United 
States. 

There are two types of Agfacolor 
film—CN-14, with ASA 20 rating, 
special fine grain, in 35mm 20-ex- 
posure cassettes and CN-17, with 
ASA 40 rating, available in 35mm 
20-exposure cassettes and in 120, 
127 and 620 rolls. 

The film is manufactured in West 
Germany. 44 


Knight Folder Shows 
Samples of Pictures 
A Texas source of stock photos, 


Don Knight Photos, Abilene, has 
published a four page folder de- 


scribing its pictures and transpar- 
encies. 

Pictures offered include such 
stock situations as a child praying, 
baby mug shots, skyscrapers, light- 
houses and natural beauties. 

Photos are available in 8x10” 
glossy prints while transparencies 
come in 3x5” and 5x7” sizes. 

Copies of the folder are available. 

+ » for more details circle 709, page 107 


Girlie Stock Photos 
Offered in Catalog 


Semi-nudes are included in a 
catalog of stock photos now being 
offered by Enterprise Photos, Dal- 
las. 

Pictures in the catalog are offered 
at $10 each for reproduction rights 
and unlimited use. 

Copies of the catalog “Pin-Ups 
for Advertising” are available. 

. » « for more details circle 710, page 107 


Metal Cabinets Store 
Flat Art Materials 


A line of metal cabinets for stor- 
age of paste-ups, artwork, photo- 
graphs, or other flat objects has 
been announced by nuArc Co. Inc., 
4110 W. Grand Av., Chicago. 

Each item, or group of items, to be 
filed, is inserted into a heavy, kraft 
paper envelope which slips onto a 
clip suspended from a crossbar in 
the cabinet. According to the com- 
pany, the hanging method keeps the 
items flat and eliminates chances of 
warping. 44 


Potent OPTILETS 


| CHICAGO CLEVELAND 


Correct Credits, Please! 


On page 75, AR June, there was an 


l 

| 

| 

J unfortunate transposition of credits, for 
| which we apologize to all concerned. | 
| The Chicago entry, on the left, was | 
Iby Charles Walz, AD, for Abbott Lab- ! 
| oratories: Celestino Piatti, artist; Dean 
j Carson, copywriter. 


| The Cleveland entry 





Only from the vast storehouse of 
Du Pont chemical experience could 
come vinyl “PX’’* cloth—the ma- 
terial that is setting standards of good 
looks and durability in book covers. 


Lithographing registers crisply, ac- 
curately on the snow-white, uniform 
surface of vinyl ““PX” cloth. Colors 
glow with a rich, true brilliance. Print- 
ing detail is sharp and alive. 


a 


Follett Publishing Company’s “Beginning-to-Read”’ series features better- 
looking, better-wearing bindings of new Du Pont vinyl “PX” cloth. 


Covers of durable Du Pont Vinyl PX° Cloth 
sparkle with bright colors in sharp detail 


And this beauty lasts and lasts, be- 
cause vinyl ““PX” cloth is so tough 
and durable. This material has been 
tested and approved for use in schools 
—confirming its extra-long life and 
wearability. 

Next time ask for Du Pont vinyl 
‘“*PX” cloth. For free sample swatches 
and more information write E. I. 
du Pont de Nemours & Co. (Inc.), 


Fabrics Division, Dept. TM, Wilming- 
ton 98, Delaware. 


“PX” and “Fabrikoid” are Du Pont’s registered 
trademarks for its impregnated and coated bookbinding 
materials. Vinyl “PX” cloth patent applied for. 


PX° Cloth and Fabrikoid® 


REG. U.S, PAT. OFF 


Better Things for Better Living . . . through Chemistry 








Multiple Form . . 


How to Handle 
Inquiries 
Promptly and 
Personally 


. Interleaved form is typed on automatic 


typewriter, with original going to customer and three carbons 
for branch and home offices, with extra margins for reports. 


An inquiry from a prospect 
grows less valuable as it 
grows older. Here is a sys- 
tem that furnishes prompt 
response plus a_ built-in 
follow-up procedure. 


There may be nothing new under 
the sun, but there are ways of using 
old devices with new machines and 
ideas to speed up office procedures, 
the Charles Bruning Co. recently 
discovered. 

Remember the perforated roll of 
paper that activated the music on 
the old player pianos? This “obso- 
lete” device, coupled with an auto- 
matic typewriter and an ingenious 
report form, has enabled Bruning to 
speed and simplify its system for 
answering thousands of product in- 
quiries. 

Equally important, the form pro- 
vides the company with an excel- 
lent check on sales convertibility of 
its advertising and promotion ma- 
terial. 


> Bruning is primarily a manufac- 
turer of diazotype copying machines 
and the sensitized papers used in 
reproductions, but it also distrib- 
utes approximately 6,000 individual 
items ranging from drafting supplies 
to microfilm equipment. 


Prompt servicing of inquiries from 
prospective customers always had 
been a pressing problem for the ad- 
vertising department. A Bruning 
form letter, which gave no specific 
production information, was sent in 
response to a query, and printed lit- 
erature was enclosed. Because 
Bruning handles such a wide variety 
of products, the literature often gave 
only sketchy details about the par- 
ticular problem involved. 

The letter also suggested the in- 
quirer could contact his nearest 
Bruning office for additional infor- 
mation. Then the name of the pros- 
pect was sent to the appropriate 
branch office for personal contact. 
When inquiries were _ especially 
heavy, however, several days elapsed 
before many of them were an- 
swered. In this time, of course, a hot 


prospect can cool to a rather tepid 
condition. 


> Victor M. Turner, Bruning’s ad- 
vertising manager, described his 
problem to Emil Bruni, sales repre- 
sentative of American Automatic 
Typewriter Co. 

Here is the solution they even- 
tually worked out together. The ad- 
vertising department devised more 
than 30 paragraphs of copy describ- 
ing Bruning’s major products. Each 
paragraph is an independent entity 
and can be used in conjunction with 
two other paragraphs to give the 
customer a direct but personal an- 


swer about the specific product he 
has in mind. 

All of the 30 or more paragraphs 
are recorded on the “player piano 
roll” which is hooked up to the 
automatic typewriter. A secretary 
manually types the address and salu- 
tation to “Dear Mr. Jones.” Then 
automation finishes the job, except 
for the personalized signature of the 
advertising manager. 

The secretary simply punches 
three numbered keys on a control 
panel to tell the machine which 
combination of paragraphs to select 
for the automatic typing. The first 
two paragraphs are related to the 
product, and the third tells the pros- 
pect the address of the Bruning of- 
fice nearest his home. 


> While the automatic typewriter 
types the letter selected from the 
player device, the secretary assem- 
bles and stuffs the proper literature 
enclosures. She then sends two car- 
bon copies of the reply to the correct 
branch office for a personal follow- 
up. 

Bruning officials believe the sys- 
tem is extremely efficient for a mul- 
tiple-product firm. The prospective 
customer gets a personalized, direct 
answer, and this response is mailed 
the same day the company receives 
the inquiry. 

The system requires less clerical 
help, too, freeing at least one secre- 
tary for other office work. Now one 
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Are yes Paying 

Ist CLASS POSTAGE for 

3rd CLASS Tia it ett Wa 
a 


@ Retain the dignity your 1st class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $40.00 
per thousand postage you pay. 
Write for Du-Plex samples, prices! 


Dae 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 





» 
t 


cote 


Cen you i ine any company today, having 
eugluie whe hate and fear? Two passes 
per day . . vacations and holidays with pay 

- bonuses . . profit sharing and retirement 
plans . . we've got ‘em all. That's why we 
con proudly say, “Our employees don't hate 
or fear us”... | think? 


VICE 
ADVERTISING SER nD 
+ WA 2-9560 


521 SOUTH WABASH AVENUE © Uno aig 


Fast ond Resourceful Service 


-- 
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Inquiry Being Answered . . . While one reply is being automatically typed, using the 
paragraphs punched out on the keyboard to the left, the operator is selecting the 
enclosures to go with the letter just typed, and getting it ready to mail. 


girl, after she has had a day or two 
to learn the routine, can turn out 
individually typed replies to as many 
as 100 inquiries in a day. 


> The second important dividend for 
Bruning is the sales information 
generated by the new report form, 
devised by Mr. Turner. 

The original letter is typed on 
high-quality letterhead stock, and 
three carbon copies are made on 
translucent paper. One copy is re- 
tained by the advertising office, 
while the others go to the proper 
branch office and the branch sales- 
man assigned to follow up. The 
translucent carbons, in addition to a 
duplicate of the letter answering the 
inquiry, have marginal extensions 
on which later information can be 
added. 

First, the top section of the office 
copy forms has a brief checklist 
which tells the reader whether the 
inquiry came from an advertisement, 
publicity, or an unknown source. If 
it came from an ad, the specific 
Bruning ad number is listed. 

The next section, which has been 
automatically typed by the autotyp- 
ist, lists the product mentioned in 
the inquiry, and the branch office 
designated to follow up. 

Another concise section, labeled 
Branch Report, provides space for 
the name of the salesman assigned 
to contact the prospect. It has space 
for a brief report by the salesman 
and instructs him to return copies to 
the branch and home offices within 
seven days. This formula minimizes 
the salesman’s work, since he can 
make his call report in a few words 


right on his translucent copy of the 
inquiry form. Then he can make as 
many copies as needed on a copying 
machine to supply his branch office 
manager as well as the advertising 
department. 

A box score for subsequent sales 
information completes the form. 
Here the salesman checks off one of 
four items — product sold; good 
prospect for future sale; prospect 
bought or is buying competitive 
product; inquirer is “coupon clip- 


” 


per” and has no need for product. 


> Since completed copies come back 
to the home office within two weeks 
after their original distribution, the 
advertising department is able to 
keep a continuing record of actual 
results. But now, for the first time, 
Bruning not only records inquiries 
by quantity but by quality (sales 
convertability) as well. 

This data gives the company a 
convenient fund of marketing and 
sales information which can be used 
for evaluation of current operations 
and future planning. 44 


Photocopy Equipment Use 
Described in Booklet 


The variety of ways in which dif- 
ferent types of companies put 
photocopy equipment to practical 
use is described in a 16-page book- 
let published by American Photo- 
copy Equipment Co., Evanston, IIl. 

The complete Apeco line is shown 
in a center spread with gatefolds 
at each end. 

+ for more details circle 711, page 107 





IT’S READY! 


the NEW portfolio of Fall and Christmas stationery 


For copy-building interest, plan on using 
Arthur Thompson Fall and Christmas Letter- 
heads now on display at printers, lettershops 
or your nearest Arthur Thompson & Co. dis- 
tributor. 


Once you inspect these 40 beautiful and strik- 
ing letterheads with their matching envelopes 
you will quickly realize that they are perfect 
for your seasonal and holiday promotions. A 
simple one-color run prints your message on 
these full-color letterheads. You will also be 
interested in the smart selection of full-color 
Christmas Cards for business or personal use. 


If you would like a complimentary copy of the 
new Arthur Thompson Fall and Christmas 
Portfolio showing the complete line of station- 
ery, just ask your nearest Arthur Thompson 
& Co. distributor. 


ARTHUR THOMPSON & COMPANY 
109 MARKET PLACE + BALTIMORE 2, MD 


NATIONALLY DISTRIBUTED 
ARTHUR THOMPSON & CO. 


Stationery and Portfolios are avail- 
able in many leading cities. Phone 
or write the distributor nearest you. 


Akron, Ohio 
Augusta, Maine 
Baltimore, Md. 


Birmingham, Ala. 
Boston, Mass. 
Charlotte, N. C. 
Chattanooga, Tenn. 
Chicago, Ill. 
Cleveland, Ohio 
Columbia, S. C. 
Concord, N. H. 


Dallas, Texas 


East Hartford, Conn. 


Fort Wayne, Ind. 
Fort Worth, Texas 
Havana, Cuba 
Houston, Texas 
Jackson, Miss. 
Jamestown, N. Y. 
Kansas City, Mo. 
Little Rock, Ark. 
Louisville, Vy. 
Macon, Ga. 
Memphis, Tenn. 
Miami, Fla. 
Mobile, Ala. 
Montreal, P. 9. 
Nashville, Tenn. 
New Haven, Conn. 
New Orleans, La. 
New York, N. Y. 


Norfolk, Va. 
Omaha, Neb. 


Orlando, Fla. 
Philadelphia, Pa. 
Pittsburgh, Pa. 
Providence, R. |. 
Raleigh, N. C. 
Reading, Pa. 
Richmond, Va. 
St. Louis, Mo. 


San Francisco, Calif. 


Savannah, Ga. 
Springfield, Mass. 
Tallahassee, Fla. 
Tampa, Fla. 
Toledo, Ohio 
Toronto, Ont. 
Vancouver, B. C. 
Washington, D. C. 


Woodstock, Vt. 
Worcester, Mass. 


Millcraft Paper Co. 
John Carter & Co. 
Barton, Duer & Koch 
Paper Co. 

Graham Paper Co. 
John Carter & Co. 
Caskie Paper Co. 
Clements Paper Co. 

The Rylander Co. 
Millcraft Paper Co. 
Epes-Fitzgerald Paper Co. 
John Carter & Co. 
Clampitt Paper Co. 

John Carter & Co. 
Millcraft Paper Co. 
Clampitt Paper Co. 
Aurelio Garcia Dulzaides 
Clampitt Paper Co. 
Townsend Paper Co. 
Millcraft Paper Co. 
Strahm Letter Co. 
Arkansas Paper Co. 
Graham Paper Co. 
Macon Paper Co. 
Graham Paper Co. 
Everglade Paper Co. 
Partin Paper Co. 

T. B. Little Papers Div. 
Clements Paper Co. 
John Carter & Co. 

E. C. Palmer & Co. 
Wholesale Art Blank Div. 
(Long Island City |, N.Y.) 
Epes-Fitzgerald Paper Co. 
Acme Mail Advertising 
Co. 

Central Paper Co. 

J. L. N. Smythe Co. 

U. S. Printing Supply Co. 
John Carter & Co. 
Epes-Fitzgerald Paper Co. 
J. L. N. Smythe Co. 
Epes-Fitzgerald Paper Co. 
Tobey Fine Papers 
Banco Corp., Ltd. 
Atlantic Paper Co. 

John Carter & Co. 
Capital Paper Co. 
Tampa Paper Co. 
Millcraft Paper Co. 
Whyte-Hooke Papers 
Columbia Paper Co., Ltd. 
Barton, Duer & Koch 
Paper Co. 

John Carter & Co. 

A. B. Dick Products Co. 
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Brochure with Style . 


This actual case history is 
a proof of the oft-doubted 
statement that anything 
can be sold by mail. 


« « To sell a ranch to horse lovers, many 


illustrations, descriptive copy and good design did the job. 


How to make 


A $2S0,000 SALE 


by direct mail 


When you are asked to help sell 
an unusual single item for a quarter 
of a million dollars — with a few 
hundred blue chip prospects scat- 
tered all over the map — an un- 
conventional approach is called for. 

Kennedy-Hannaford Inc., Oak- 
land, Cal., agency, recently came up 
with such an approach to advertise 
a unique ranch for a property de- 
velopment company. The approach: 
a pint-size booklet with no cover 
title and not a word of copy on the 
first two pages! 

The ranch in question — 41 acres 
in Contra Costa County, Cal. — was 
ideally suited for breeding and 
training horses. It included both a 
luxurious 5500-square-foot home 
and an ultra-modern stable. The 
advertiser, the Mar Monte Corp., 
which had taken the ranch in trade 
on an office building, called upon 
Kennedy-Hannaford to develop 
promotional material for a_ sales 
campaign on a limited budget. 


62+ QE « July 1960 


> First, the agency developed a pro- 
file of prospects for the ranch. There 
were two groups: a few hundred 
wealthy, busy horse-lovers in North 
America; and land developers who 
would be interested in subdivision 
possibilities in this growing subur- 
ban area. 

To reach these prospects, the 
agency ruled out shotgun circula- 
tion of the sales message, in favor 
of a selective direct mail program 
based upon a single booklet, de- 
signed to differ so sharply from most 
real estate prospectus literature that 
hard-to-reach prospects would not 
ignore it. 

“A major disservice an agency 
can do its clients is to create dull 
advertising,” says Peter Hannaford, 
agency vice-president. “That is why 
we search for unconventional visual 
and verbal approaches that will get 
the reader’s imagination so deeply 
involved in the product that he will 
want to see that product. In this 


case, he had to come to the product 
— a long trip for many prospects. A 
dull nuts-and-bolts approach would- 
n’t move the prospect to this kind of 
action.” 

The agency’s creative department 
designed the booklet to get immedi- 
ate reader interest. This accounts 
for the unusually small dimensions 
(54%4” square), the titleless cover 
showing only a repeat pattern of 
black horses on brown stock, and 
the repeat use of the horse pattern 
on two flyleafs midway through the 
booklet. 


> Pages one and two are photos of 
the ranch’s entrance. Copy begins 
on page three: “This is the story of 
a ranch — a ranch where saddles 
and sunshine and swimming are a 
part of everyday life.” The photo- 
essay format is used through the 
booklet’s 28 pages. 

Photos by Robert C. Dolman take 
readers on a complete tour of the 





property. The booklet is in two 
colors, black and russet brown. The 
brown is used boldly in halftones 
and accent color blocks. 


> The mailing list for the program 
was screened from several sources. 
The final list included 1,000 names 
of members of local country clubs, 
hunt clubs, and horsemen’s associ- 
ations. To this, 700 names were 
added from a purchased list of 
United States and Canadian horse 
show exhibitors. 

To reach the second prospect 
group — land developers — Celd- 
well, Banker & Co., real estate brok- 
ers for the project, supplied a list of 
active local land developers and in- 
vestors known to be prospects for 
property of this kind. In addition, 
the broker company provided names 
of major real estate firms through- 
out the country who cater to blue 
chip clients. This accounted for 500 
more names. 

Response to the mailing was al- 
most immediate, and came from all 
over the United States. 

Telephone calls were received 
from as far away as New York, 
Pennsylvania, Illinois and Texas — 
several for appointments to visit the 
property. Other inquiries came from 
as near as down the road. The book- 
let made the ranch a much talked- 
about sales commodity among local 
real estate brokers and developers. It 
also evoked comments and compli- 
ments from prospects who inquired 
by letter — many of whom subse- 
quently visited the property. 


> Within 90 days after the booklet 
was distributed, the ranch was sold 
— for $250,000 — to some wealthy 
horse owners from the Midwest. 
The booklet was budgeted at 
$3,000 plus postage, which amounted 
to another $120, figuring 8¢ postage 
for each of the 1,500 booklets. Of 
the total budget, the agency spent 
$15, plus the cost of a long-distance 


Our latest multiple mailer gets top 
management all at once! 











This was the campaign song of Champ Clark of Missouri, Democratic 
Leader of the House who in 1910 succeeded in curtailing the power of Uncle 
Joe Cannon, the Republican Majority Leader at the time. Now the Post- 
master General has gotta stop kicking my hound dog around for Third Class 
Mail is the Hound Dog of Commerce and Culture. It always was and always 
will be. Like a hound dog it finds the worthwhile prospects for cultural and 
commercial activities. 

Don’t let anyone throw the argument that Third Class Mail is “Junk 
Mail” as dust in your eyes to confuse you. There always was and will be a 
small percentage of mailers who ought to be in jail; just as in Wall Street, 
investigations disclose that there are fraudulent security dealers who should 
be denied the use of the mails. But mail order, mail service and their affili- 
ated activities have been and always will be an American Free Enterprise, 
Honest, Worthwhile Activity of Small Business. 

As to the figures submitted that Third Class Mailings are the cause of an- 
nual postal deficits, there are lies, damn lies and statistics. In our opinion, 
the fallacies involved in calculating post-office statistics in regard to third 
class mail is the next best argument to enlist your cooperation to stop the 
Postmaster General from “kicking my hound dog around”. 

Piease write your Senators and Congressman not to change the Third 
Class Mail Rates. 


Walter Drey 


We offer any one of the following current Eight Page (Price $1.00) Per- 
suasion by Mail Reports at 25 cents each or all of them for $1.00. 


(a) One Million American Highbrows and Middlebrows with compilation 
formula revealed. 

(b) All Americans are Joiners with Inventory of Association lists current- 
ly available. 

(c) Mailing Lists are a Bridge with Five Basic Persuasion by Mail appeals 
explained. 
Serendipity in Mailing List Research with listings of serendipity de- 
veloped lists available only through us. 

Send for them today. 


Compilation Engineers 


BROKERAGE ° COMPRANION ° 


257A Park Ave. $., New York 10, N.Y. ° 


Mailing List Specialists 
RESEARCH 


333A N. Michigan Ave., Chicago 1, Ill. 


SERVICE covers all bases 


=, 7 Fe fat eS 


723 SO 
PHONE 


SERVICE TYPOGRAPHERS INC. 
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A novel way to keep 
telling your promotion 
story. We print your 
company name, trade- 
mark or slogan on 


SPECIAL-TIES 


Launch new products 
use at conventions, 
or as 
premiums. Ideal for 
clubs and uniformed 
employees. Prices 
from 60¢. 


WRITE FOR DETAILS 


Scot lies “ 


Dept. 7R, 401 Fifth Ave., New York 16, N. Y 





ORCHIDS OF HAWAII, INC. 
Netere! Seles Office 
Jed teverte avenue - aw YOan | MY + Ofegen 5.4800 


Met erally crores plans fer rele, Bremenen et Rewer ond 
Orme: Mert celtere! er edurls hem Meme. Od of ever the word 


Primepet Growing fietds end Pacting Plant = Hite Mewar 














telephone call to New York, to get 
the list of horse show exhibitors. 
In addition, it spent about $100 in 
time compiling the local lists. Ac- 
tually, the real estate broker con- 
tributed the largest part of this, 
which made the agency costs fairly 
light. Printing, about $1,200, and 
production costs made up the bulk 
of the cost. 

As a postscript, Kennedy-Hanna- 
ford’s unusual creative solution to 
this unconventional sales problem 
received further recognition by be- 
ing included in the 1960 Los Angeles 
Art Directors Show. 44 


Bacon’s Clipping Bureau 
Develops New Service 


A new clipping service, designed 
for research on specific subjects, has 
been introduced by the Bacon Clip- 
ping Bureau, Chicago. 

The client gives the bureau an 
order for a subject, such as poly- 
ethylene, and the bureau will pro- 
vide him with clippings of all pub- 
lished articles on the material. This 
order, says Bacon, could be more 
specifically qualified, if the client 
desired, to provide him with articles 
that pertained to “polyethylene 
packaging.” Almost any trade sub- 
ject can be selected and the bu- 
reau will send clippings. 

A 36-page brochure on the new 
service, entitled “Selective Subject 
Research,” has been published by 
the bureau. It outlines 17 case his- 
tories on the use of the service, tells 
how the service operates, and lists 
1,100 current subjects which can 
be handled by the service. 

The brochure lists basic service 
rates at $30 per month for the first 
subject; $10 extra for each addi- 
tional subject. 

Copies are available. 

. for more details circle 718, page 107 


Hand Addressing Kit 
Released by Scriptomatic 


A complete kit of hand addresser, 
masters, carbon hinges and spare 
parts has been introduced by Sripto- 
matic Inc. 

The name, etc., may be typed in 
normal fashion on each card with 
the carbon hinge on the reverse 
side. The carbon hinge deposits a 
chemical impression on the reverse 
side of the card. This is the Scripto- 
matic master in the kit. One typing 
gives a master that is good for a 
couple of hundred impressions. 

The addressing is done by a stroke 
of the moistened wick in the Scripto- 
matic hand addresser across the 
surface to be addressed. The master 


card is placed on the moistened area 
and a light roller pressure transfers 
the data from the carbon deposit. 

Added flexibility is given to the 
system since almost any type of rec- 
ord card may be used for a Scripto- 
matic master. 

The complete kit lists at $32.90 
(with 25 cards and carbons). Addi- 
tional information is available from 
Scriptomatic Inc., 11th and Vine 
Sts., Philadelphia 7. 44 


New Pitney Brochure 
States Negative Case 


Good selling through the nega- 
tive side of things can be seen in a 
new booklet from Pitney Bowes en- 
titled “How to Talk Yourself Out 
of a Good Thing.” 

Spokesman for the negative is an 
outspoken executive who outlines 
every major reason for not acquir- 
ing a postage meter mailing ma- 
chine while his secretary, “Miss 
Pruett,” glares from the sidelines. 

Pitney-Bowes decided on _ this 
type of approach in the booklet be- 
cause marketing experts reasoned 
that most prospects still unsold were 
remaining unsold because one or 
more of these negatives was already 
there. 

The solution, reasoned the com- 
pany, lay in enumerating the nega- 
tives to eliminate them rather than 
an endless repetition of all positive 
arguments for the postage meter. 

Copies of the booklet are avail- 
able. 


+ + for more details circle 719, page 107 


Self-inking Powermark 
Stamps Automatically 


A new self-inking automatic 
stamping machine, utilizing inter- 
changeable rubber base lock type 
on permanent rubber dies, has been 
introduced by Pryor Marking Prod- 
ucts, Chicago. 

Marketed under the name of 
“Powermark III,” the new device 
imprints a vivid ink impression on 
form envelopes, flat cartons, or any 
other flat product or material up to 
1” thick. 

It can stamp as fast as it can be 
fed and is available with either 
automatic type base switch or foot 
switch. The base lock rubber type 
or sticky back rubber dies can be 
easily removed and replaced for 
on-the-spot copy changes. 

The device is made of lightweight 
cast aluminum with a heavy-duty 
brass imprinting section. 

Complete information is available 
from Pryor Marking Products, 434 
S. Wabash Av., Chicago 5. 44 





1. If 


favor 


2. if 


the sale 


sntewest 


A Cheeklist to 


Evaluate your Letters 


Here, through the courtesy of Mead Papers Inc., Day- 


ton, Ohio, is a convenient 17-point checklist so you can 


score your own sales letters and see where to improve 


them and make them more effective sales tools. 


the appearance of the aren in its 
3 points 


Create a good impression on your prospect 
even before he reads your letter. Check the ap- 
pearance of the envelope, and its appropriate- 
ness to the job at hand. Make certain there’s 
nothing to detract from the effect you’re trying 
to create, nothing that would enable your pros- 
pect to arrive at a negative decision before even 
looking inside. 


the appearance of the letterhead will help 
_ 4 points 


Here, too, appearance is important. Your let- 
terhead should give the right impression of 
the kind and character of your business. It 
shouldn’t, of course, be so cluttered that it 
steals attention from the letter itself. Needless 
to say, the paper on which it is printed is high- 
ly important. Use a standard watermarked 
bond of dignity and character. 


the ee: sentence arouses immediate 
_ 12 points 


If you don’t arouse interest at the very begin- 
ning, the chances of having your letter read 
through to the end are slim. So be sure to lead 
off with something of interest to your reader. 
Don’t confuse interest with curiosity. The in- 
terest should in some way be related to the 
sales story that follows for you to qualify for 
the 12 points. 


4. lf the second and subsequent paragraphs 
create desire by — benefits to the pros- 


pect 





12 points 


Your letter should not only describe your 
offer, it should also tell your prospects what 
the acceptance of your offer will do for them— 
how it will save them time or money, give them 


useful knowledge, add to their comfort. For 
example, don’t just say that your book on tax 
laws was written by a well-known expert. 
Point out to your prospects how the purchase 
of this book will prevent them from making 
costly mistakes. Description of a product or 
service doesn’t necessarily create desire. 


5. If the reasons for buying are convincing and 
the letter has believability = __ 


_ 12 points 


Certainly everything is lost if your letter lacks 
conviction and believability. You may have an 
excellent product or service, sold at a very rea- 
sonable price, but if your letter contains state- 
ments that your prospects simply can’t accept, 
you won't be doing justice to your offer. Test 
the sales story out on yourself. Would the 
arguments you have used sell you? Would you 
buy on the basis of what you read in the sales 
letter? 


your proposition is a good one __10 points 


You must build your sales proposition on a 
firm foundation. Your sales story must offer 
something the prospect can use, at a fair price 
and one that he can afford. Again, the best way 
to test this is to try it out on yourself. 


each paragraph leads you on to the next, 


the next, ne the letter — 


_ 3 points 


The paragraphs and sections of your letter 
must hang together to make a complete unit. 
Every part must develop out of the preceding 
one, and lead into what follows. A letter that 
consists merely of a number of completely sep- 
arate paragraphs will sound jerky, will fail 
to hold the reader’s attention. Make your let- 
ter smooth reading. 


8. If you have written in the language of the 
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Letter Evaluator 


A Cheeklist to 


Evaluate your Letters 


average prospect ‘ : 3 points 


By writing in the language of the average 
prospect, we mean tying in with any known 
peculiarities of speech common to that classi- 
fication. To illustrate, you would talk in one 
vein to housewives, in an entirely different 
way to farmers, in another way to mechanics, 
in still another way to bank presidents or ex- 
ecutives. If there is no so-called language for 
your prospect, score the points anyway. 


is to draw inquiries, the guarantee isn’t al- 
ways necessary. Thus, if your letter contains 
a guarantee, or if one isn’t appropriate, allow 
yourself the 8 points. 


13. If you have asked for some definite action 
ie cease nena an _ 4 points 


Don’t leave your reader up in the air after 
finishing your letter. Ask him to take a definite 
step—send in an order form, request further 
information, send for a sample. This will keep 
your offer alive, and place you in better po- 
sition to take appropriate follow-up steps. 


14, If you have made it easy for the prospect 
9. If you have used an appropriate emotional to act ee arar =) 4 points 


appeal: love, — ee _ self-indulgence 


or fear Zl aa 


Your sales letter should present your proposi- 
tion in logical and reasonable terms, so that 
your prospects can understand it clearly. But 
reason alone is not strong enough argument. 
If possible, appeal to your prospect’s emotions. 
Make his mouth water. Tempt him through the 
use of working words and descriptive phrases. 
Make him want, and be eager to have, what 
your product will do for him. 


10. If you have given the prospect sufficient in- 
formation to enable him to make a decision 


5 points 


Make your story complete. Give your prospect 
all the information he needs to decide whether 
or not he should buy or be interested in your 
product or service. If you don’t take the trou- 
ble to complete your sales story, he certainly 
won’t do it for you. 


1l. If you have used good testimonials 5 points 


While still one of the most powerful selling 
tools, appropriate testimonials are not always 
available. Don’t feel that you must include 
testimonials merely for the sake of having 
them. If you can get endorsements from people 
who are in a position to lend prestige to your 
offer, use them. Otherwise, you’re better off 
without testimonials, in which case you can 
still score the 5 points. 


12. If your letter contains a guarantee of satis- 
action . ia ; _.......... 8 points 


If your letter is soliciting a direct order, it 
should by all means contain a guarantee of 
satisfaction. This will make your offer more 
convincing, and demonstrate that you are act- 
ing in good faith. If the purpose of your letter 


Include the means for taking action in your 
mailing piece. If you want your readers to 
send in orders, provide an easy-to-use order 
form plus a postage-free reply envelope. If 
you want them to request further information, 
provide a postage-free reply card. When you 
force your prospects to write letters, and then 
address and stamp envelopes, you’re increasing 
the odds against returns. 


15. If you have given a aisae reason or induce- 
ment to act now __ packs _ 4 points 


The time element will work against you unless 
you urge your readers to act without delay. 
When your prospects put off acting on your 
offer, there’s always the possibility that they 
will forget your proposition entirely. 


16. If you have read the letter aloud, given it 
to someone else for criticism, or slept on it 


3 points 


Here are three habits well worth cultivating. 
Each enables you to view your letters as a 
typical prospect, not as the author. The brief 
time required for these steps often points out 
omissions that slip by during the original prep- 
aration. If you adopted any one of them on 
the particular letter being evaluated, you are 
entitled to the 3 points. 


17. If you are enclosing a folder, circular or 
other sales literature with the letter _ 2 points 


With letters that are soliciting direct orders, 
some form of supporting sales literature is al- 
most invariably needed. This gives you a 
chance to go into impressive detail in describ- 
ing your offer. On some types of inquiry let- 
ters the enclosure may not be needed, and if 


that’s the case you can still give yourself the 
2 points. 





TAKE A CLOSER LOOK AT 


NEW TEMPLAR’ COATED OFFSET! 


New TEMPLAR Coated Offset is new in every way except name. New whiteness, brightness and 
ink receptivity have been engineered into TEMPLAR Coated Offset to give you greater fidelity 
of reproduction in both black and white and full color. Press-engineered surfaces assure top 
performance; greater strength provides excellent foldability. Why not take a closer look at the new 
TEMPLAR Coated Offset and see for yourself. For more information and samples, call your Champion 
Paper merchant or write: THE CHAMPION PAPER AND FIBRE COMPANY e HAMILTON, OHIO 





QUALITY HOUSES 


ALABAMA 


The Whitaker Paper Company 
The Partin Paper Company 
W. H. Atkinson... Fine Papers 


ARIZONA 
Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 
ARKANSAS 
Roach Paper Company 


CALIFORNIA 


Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 

Blake, Moffitt & Towne 

Bloke, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 


COLORADO 
Graham Paper Company 
CONNECTICUT 
John Carter & Co., Inc. 
John Carter & Co., Inc. 
DELAWARE 
Whiting-Patterson Co., Inc. 


DISTRICT OF COLUMBIA 
The Whitaker Paper Company 


FLORIDA 
The Jacksonville Paper Co. 
The Everglade Paper Company 
The Central Paper Company 
The Capital Paper Company 
The Tampa Paper Company 

GEORGIA 
The Whitaker Paper Company 
The Macon Paper Company 
The Atlantic Paper Company 

IDAHO 
Blake, Moffitt & Towne 


ILLINOIS 
Dwight Brothers Paper Company 
Parker, Schmidt & Tucker Paper Co. 
Decatur Paper House, Inc. 
Peoria Paper House, Inc. 
Irwin Paper Company 
Cc. J. Duffey Paper Company 
INDIANA 
The Millcraft Paper Company 
indiana Paper Company, Inc. 
1OWA 


Carpenter Paper Company 
Pratt Paper Company 
Carpenter Paper Company 


KANSAS 


Carpenter Paper Company 
Southwest Paper Company 


KENTUCKY 
The Rowland Paper Company, Inc. 


LOUISIANA 
The D & W Paper Co., Inc. 


MAINE 
John Carter & Company, inc. 


Birmingham 
Mobile 
Montgomery 


Phoenix 
Tucson 

Little Rock 
Fresno 

Los Angeles 
Oakland 
Sacramento 
San Francisco 
San Jose 
Stockton 


Denver 


Hartford 
New Hoven 


Wilmington 


Washington 


Jacksonville 
Miam) 
Orlando 
Tallahassee 
Tampa 


Atlanta 
Macon 
Savannah 


Boise 
Chicago 
Decatur 
Peoria 


Quincy 
Rock Island 


Fort Wayne 
Indianapolis 


Des Moines 


Sioux City 


Topeka 
Wichita 


Louisville 


New Orleans 


Augusta 


MARYLAND 
Garrett-Buchanan Company 
The Whitaker Paper Company 


MASSACHUSETTS 

John Carter & Company, inc. 
John Carter & Company, inc. 
John Carter & Company, inc. 


MICHIGAN 


The Whitaker Paper Company 
Central Michigan Paper Co. 


MINNESOTA 

C. J. Duffey Paper Company 
Inter-City Paper Company 
C. J. Duffey Paper Company 
Inter-City Paper Company 
MISSISSIPPI 


Jackson Paper Company 
Newell Paper Company 


missouri 

Carpenter Paper Company 

Wertgame Paper Company 
Acme Paper Company 
Shaughnessy-Kniep-Hawe 

Paper Company 
MONTANA 
Carpenter Paper Company 


Carpenter Paper Company 
Carpenter Paper Company 


NEBRASKA 


Carpenter Paper Company 
Carpenter Paper Company 


NEW HAMPSHIRE 
John Carter & Company, inc. 


NEW JERSEY 


Central Paper Company 
Central Paper Company 


NEW MEXICO 
Carpenter Paper Company 
NEW YORK 


Hudson Valley Paper Co. 
Stephens & Company, Inc. 
Hubbs & Howe Company 
The Millcraft Paper Company 
New York City Forest Paper Co., Inc. 
Milton Paper Co., Inc. 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Company 
(Setiley Dunton (Far East) 
Bulkley Dunton S. A. 
) Champion Paper Corp., S. A. 
Champion Paper Export Corp. 
Genesee Valley Paper Company 


NORTH CAROLINA 


Henley Paper Company 

The Charlotte Paper Company 

Epes-Fitzgerald Paper Company 
OHIO 

The Millcraft Paper Company 

The Cincinnati Cordage & Paper 
Company 

The Whitaker Paper Company 

The Millcraft Paper Company 

Sterling Paper Company 

The Cincinnati Cordage & Paper Co. 

Sterling Paper Company 

The Millcraft Paper Company 


Baltimore 


Boston 
Springfield 


Worcester 


Detroit 
Grand Rapids 
Minneapolis 


St. Poul 


Jackson 
Meridian 


Kansas City 


St. Louis 


Billings 
Great Falls 
Missoula 


Lincoln 
Omaha 


Concord 


Newark 
Trenton 


Albuquerque 


Albany 
Binghamton 
Buffalo 
Jamestown 


For Export 


Rochester 


Asheville 
Charlotte 
Raleigh 


Akron 


Cincinnoti 


Cleveland 
Columbus 
Dayton 
Mansfield 
Toledo 


THESE MERCHANTS SELL CHAMPION PAPERS 
THAT OFFER A QUALITY LINE 


OF PAPER 


OKLAHOMA 

Carpenter Paper Company 

Oklahoma Paper Company 
Beene Paper Company 
Tayloe Paper Company 


OREGON 
Blake, Moffitt & Towne 
Carter, Rice & Co. 
(Division of Carpenter Paper Company) 


PENNSYLVANIA 
Allentown Kemmerer Paper Company 
(Division of Garrett-Buchanan Company) 
Lancaster Garrett-Buchanan Company 
Philadelphia Garrett-Buchanan Company 
Paper Merchants, Inc. 
Whiting-Patterson Company, Inc. 
The Whitaker Paper Company 
Garrett-Buchanan Company 


RHODE ISLAND 
John Carter & Company, inc. 


SOUTH CAROLINA 
Epes-Fitzgerald Paper Company 


SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 
Bond-Sanders Paper Company 
The Cincinnati Cordage & 
Paper Company 
Roach Paper Company 
Tayloe Paper Company 
Bond-Sanders Paper Company 
TEXAS 
Kerr Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Olmsted-Kirk Company 
Carpenter Paper Company 
Carpenter Paper Company 
Olmsted-Kirk Company 
Carpenter Paper Company 
Carpenter Paper Company 
Southwestern Paper Co. 
Carpenter Paper Company 
Carpenter Paper Company 
Olmsted-Kirk Company 
UTAH 
Carpenter Paper Company 
American Paper & Supply 
Company 
Carpenter Paper Company 
VIRGINIA 
Epes-Fitzgerald Paper Company 
Epes-Fitzgerald Paper Company 
WASHINGTON 
Blake, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Blake, Moffitt & Towne 
Carpenter Paper Company 
WEST VIRGINIA 
The Cincinnati Cordage & 
Paper Company 
WISCONSIN 
Dwight Brothers Paper Company 
CANADA 
Blake Paper Limited 


Oklahoma City 


Tulsa 


Portland 


Pittsburgh 
Reading 


Providence 


Columbia 


Sioux Falls 


Chattanooga 
Knoxville 
Memphis 
Nashville 
Amarillo 
Austin 


Dallas 


El Paso 
Ft. Worth 


Harlingen 
Houston 


Lubbock 
San Antonio 
Waco 


Ogden 
Salt Lake City 


Norfolk 
Richmond 


Seattle 
Spokane 


Tacoma 
Yakimo 


Huntington 


Milwaukee 


Toronto 


THE CHAMPION PAPER AND FIBRE COMPANY 


General Office: Hamilton, Ohio 


Mills at Hamilton, Ohio ... Canton, N. C. ... Pasadena, Texas 


FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 





Miniature Prize . 


ms! 


. » A sample Rolls-Royce auto, shown alongside of two of the items 


being promoted, was mailed to 2,300 distributors to build up interest in the contest. 


A Quality Contest 
for a Quality Product 


By F. V. Machin 
Vice-President—Marketing 
Shure Brothers Inc. 
Evanston, Ill. 


How does a manufacturer of a 
highly-specialized consumer product 
overcome a_ seasonal slump and 
catapult into national prominence at 
the same time? 

Giving away a $15,000 Rolls-Royce 
automobile in a contest did the trick 
for our company. 

With the deluxe auto as the theme, 
we succeeded in pushing 1959 sum- 
mertime sales for our Stereo Dynetic 
phonograph cartridges to an all-time 
high. 

For less than $100,000 in promo- 
tional costs, the contest earned us 
national attention that is still the 
talk of the industry. All of this, mind 
you, was built around a tiny product 
— the phonograph cartridge — that 
usually only hi-fi fans care about. 


> The cartridge is the component 
that holds the needle or stylus. 
Mounted in the phonograph tone 
arm, the cartridge picks up the vi- 
brations of the needle as it follows 
the record grooves, and changes 
these vibrations into electrical im- 
pulses. The impulses travel through 
the hi-fi system and emerge as sound 
in the loudspeakers. 

It was the development of a qual- 
ity cartridge and tone arm for mono- 
phonic records in 1957 that put our 


company into the consumer market- 
ing field for the first time. Until then, 
the company had been primarily in 
microphone, replacement phono 
cartridge, and magnetic recording 
head manufacturing. 

Entering our new field, we con- 
fined first promotional efforts to 
building distribution and to selling 
to our primary market, the audio 
philes. 

We had to learn fast, since the 
high-fidelity field has scores of com- 
ponent makers, including 22 cart- 
ridge manufacturers. Each maker 
plumps for his component as the 
most important. 

The cartridge, being the smallest- 
sized component, is sometimes er- 
roneously regarded as the least im- 
portant. For this reason, it’s the 
hardest to sell. Our position as a 
medium-sized company necessarily 
limited our promotional budget. 


> Hardly a year after we entered 
the consumer market, stereo broke 
unexpectedly. We came out with our 
Stereo Dynetic cartridge with only 
a year’s exposure and experience in 
the hi-fi selling field. 

The Rolls-Royce promotion was 
what we needed to solidify our posi- 
tion and earn industry recognition 
for our Stereo Dynetic cartridges 
(which have been top-rated by the 
leading independent consumers’ 
testing organizations). 

The decision to stage the promo- 


A tongue in cheek 
approach called attention 
to an essential 

but often overlooked 
hi-fi component. 


tion was based on an analysis of 
these critical problems: 


1. Though Shure’s dealer relations 
were good, the company was not yet 
known for the kind of aggressive hi- 
fi merchandising engaged in by the 
industry giants. 


2. Indications were that the satura- 
tion point of the “audio perfection- 
ist’ market was quickly being 
reached. If sales were to continue 


rising, the company would have to 


Win your next Rolls-Royce... 


The wipesh 919:295:00 nursemsbile Bustewied will be omerthed to she reelier 

thin meenoge whe have  hogh. wee 

on yt Scher Seeven Dimas shnncgragh corndge 
coved ro cvcetam-quahnice (10 25 marisa lean) Ne porchawe ue reqened. 


“. tom are the winner ond hung gurchane! « Shere 
(oor they oaee tr AE compcsiton) pee may ecco pase 
mney ws foopy, Tovreg fe reeled» bien 
Noo SB ey ee - 


Ste OS ot tts. 


ye: See ta iG 
Leer re . 


Announcement Ad. . . This national ad, 
with its light copy, was used in ‘‘class’’ 
consumer magazines, as well as in hi-fi 
and business publications. 
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tap a portion of the mass market. 


3. Shure cartridges cost more than 
most competitive products. The two 
Stereo Dynetic models sold for $45 
and $24, against $30 and $18 for 
competitive brands. It was essential 
that consumers listen to demonstra- 
tions to hear the obvious difference. 


4. The company lacked the brand- 
name reputation of “old-line” prod- 
ucts with years of promotion behind 
them. 


> These four problems pointed to the 
need for promotion. Yet two addi- 
tional problems complicated the pic- 
ture: 


1. Promotional funds had already 
been appropriated for normal activi- 
ties. If additional funds were to be 
put into a special promotion, man- 
agement would insist on a propor- 
tionate sales increase. 


2. The necessity to produce sales 
would somehow have to be coupled 
with preservation of Shure’s quality 
image at all levels of promotion. 

The idea of a contest of some sort 
came up early in meetings we held 
with our advertising agency, Wil- 
liam Hart Adler Inc. At first, a con- 
test was rejected because it did not 
seem in keeping with the product’s 
quality image. 

But as succeeding ideas were con- 
sidered, a contest took on more ap- 
peal. 

When finally the idea of a Rolls- 
Royce was proposed as a prize, the 
contest was lifted out of the “pedes- 
trian” class. Specifically, the contest 
offered these advntages: 


1. By tying the contest to a demon- 
stration, many people would hear 
the Shure product. The sound su- 
periority of the cartridge was its 
best salesman, especially in over- 
coming price and brand-name diffi- 
culties. 


2. The contest could be used to 
stimulate store traffic. By giving the 
dealer an opportunity to demon- 
strate stereo to large numbers of 
consumers, Shure would automat- 
ically strengthen dealer relations 
and build its industry stature. 


3. The contest could cut through 
market limitations and could broad- 
en the market by introducing people 
to stereo sound. 


The contest requirements were 
simple: Listen to a demonstration of 
a Shure Stereo Dynetic cartridge. 
Then describe why you like the 
cartridge, in 25 words or less. 

You didn’t have to buy a thing. 
But if you did buy a Shure cartridge 
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© Givision of Tose Recording, inc. 
RECOROS/Hi-FIDELITY/STEREO 
-4bth WU Comune 


Dealer Ad . . . The contest prompted 
such dealer insertions as this, picking up 
the tone of the promotion very well. 


and attached the sales slip to your 
entry blank, you could also win an 
expense-paid round-trip for two 
persons to England, to claim the 
Rolls at the factory. 


> To stimulate maximum dealer co- 
operation, a $250 cash prize was of- 
fered to the salesman who made the 
demonstration to the winner. If the 
salesman made the demonstration 
and closed the sale, he would be 
awarded $1,000. 

Staging the contest during June, 
July, and August, 1959, was a cal- 
culated risk. 

Traditionally, the high-fidelity in- 
dustry slacks off in the hot weather. 
The belief had been that the con- 
sumer spends his luxury dollar on 
outdoor recreation, not on hi-fi. 

But we felt that by giving the 
dealer a summertime promotion, we 
would be doing him a service. And, 
at the same time, we would have the 
summertime promotional field to 
ourselves. 

If we were wrong, we would be 
very wrong. But if we were right, 
we'd be in an excellent selling situa- 
tion. 


> With strategy and tactics decided 
on, Shure, the advertising agency, 


and the company’s public relations 
counsel, Harshe-Rotman Inc., swung 
into action. 

Four types of media were selected 
for advertising: 


1. Specialized high fidelity maga- 
zines, such as High Fidelity, Hi-Fi 
Review, Audio, and High Fidelity 
Trade News. 


2. Mass/class magazines, including 
The New Yorker, Saturday Review, 
Atlantic Monthly, Harper’s, Es- 
quire, and Sunset. 


3. FM radio in leading market 


areas, used on a saturation plan 
basis. 


4. 24-sheet posters in major metro- 
politan areas, placed in locations 
where traffic was expected to repre- 
sent an income level and interest on 
a par with the appeal of the contest 
and nature of the product. 


> Collateral material mailed to 2,300 
Shure dealers included counter 
cards with entry blanks, window 
banners, envelope stuffers, handouts, 
instruction sheets, dealer ad mats, 
news releases, radio scripts, ad re- 
prints, and advertising schedules. 

News of the contest was announced 
by Harshe-Rotman to all audio trade 
magazines and to over 100 consumer 
high-fidelity writers. 

To keep dealer enthusiasm at a 
high pitch, periodic mailings were 
made. In one, a matchbox miniature 
of the Rolls-Royce was sent to every 
dealer with the reminder: 

“Whether your Shure Stereo 
cartridge sales will be miniature or 
the real thing is your decision.” 


>In August, R. E. Ward, our con- 
sumer products manager, spoke si- 
multaneously with 23 top dealers in 
New York via long-distance confer- 
ence call, then repeated the call with 
23 California dealers. His message: 
Demonstrate the cartridge if you 
want to sell it. This was based on 
the reports from the independent 
firm of contest judges, stating that 
one out of three demonstrations re- 
sulted in a sale. 

Enterprising dealers quickly re- 
sponded to the promotional poten- 
tial. In Milwaukee, a dealer used the 
Rolls contest as the theme for an 
open house for his “Hi-Fi Fo-Fum” 
showroom. In San Francisco, a 
Shure dealer displayed a Rolls in 
front of his showroom, and also set 
up a Rolls display at local commuter 
rail stations. 


> The winner turned out to be a 
man who didn’t buy a cartridge. 
Kenneth E. Shutts, a Chagrin Falls, 
Ohio, sales manager for an LP gas 
firm, won the car. Mr. Shure paid his 





expenses to New York City, where a 
formal presentation ceremony was 
made at the New York High Fidel- 
ity Show in October. 

Photos and stories of the event 
were carried by Cleveland and Cha- 
grin Falls papers. The trade also fea- 
tured the news of the winner. 

Sales results of the contest were 
highly pleasing to Shure. 

While the rest of the industry sat 
out the summer, we made hay by 
establishing our quality and by 
building dealer relations. 

For proof, we have surveys of 
dealer salesmen made a year before 
the contest and then immediately 
after. 

The sales people who rated Shure 
as just another manufacturer of a 
good stereo cartridge now rated us 
number one. 

On top of this, the national prom- 
inence gained for us by the contest 
has made the importance of the 
cartridge and the Shure name mean- 
ingful to thousands of previously 
uninitiated hi-fi buyers. 


> It is a safe bet that we are sold on 
this type of promotional activity, 
and that future promotions will be 
geared to produce the same kind of 
results that the Rolls-Royce project 
gave us. 44 


Cloth Mail Bags Carry 
Imprint on Both Sides 


A line of cloth mailing bags that 
can be imprinted on both sides for 
additional sales impression has been 
introduced by the W. A. Plummer 
Mfg. Co., 752 S. San Pedro St., Los 
Angeles. 

The mailing bags are available 
both for- small-parts and regular 
mailings and can be ordered with 
an envelope for letter enclosure or 
attached address card. They can be 
ordered in a variety of color choices 
and in sizes ranging from 3x4” to 
8x12”. 44 


Plastic Bottle Caps 
Bear Ad Imprints 


Colored plastic bottle caps, availa- 
ble with gold or color ad imprint, 
have been introduced to the pre- 
mium field by Charles F. Beardsley 
Advertising, Philadelphia. 

Designed for home re-sealing of 
soft drink bottles, etc., the caps snap 
off and on easily and can be ordered 
in large or small quantities in red, 
green, blue, yellow, white and black. 
They are sold in bulk or packed two 
to a clear plastic gift envelope. 

- for more details circle 707, page 107 





this booklet introduces 
a new concept in 
merchandising! 


from natco 
a bag To 


Py 
Pea 


ideas: 


how to pack merchandising punch 
in natco specialty bags 


no merchandiser should be without a copy! write for yours. 
crammed with fresh ideas that spark new thinking, this free 
booklet spotlights new angles on specialty bags as packages, 
premiums, product displays, dealer gifts, good will giveaways, 
incentives... your name, of course, reproduced anyway you wish! 


at surprisingly low cost, natco bags are fabricated for you in 
almost any size, shape or color — in your choice of fabric. 


quality? so high that natco supplies overnight bags to the air- 
lines of the world! 


for your copy, clip this coupon to your letterhead! 


natco products corporation 


1402 post road, warwick, rhode island 


gentlemen: rush me a copy of natco’s free booklet of proven 
sales promotion/merchandising ideas by return mail. 


name............ 
firm name 


street address 
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Overtiow Attraction . 


. . At the opening of the new Marlboro 
branch, the crowds were so great that a tent had to be set up 


on the adjoining lot to take care of the new depositors who 
wanted their Food Pacs. 


The Way to a Depositor’s Heart 


When you find a premium that 
people use and like, it’s a good 


idea to use it consistently, as 


does the Lincoln Savings Bank in 


Brooklyn. 


By John L. Corvaia 
Advertising Manager 
The Lincoln Savings Bank 
Brooklyn 


You don’t argue with success— 
that’s why we again used food pacs 
as new depositor gifts at the opening 
of our new Williamsburg office, 
Brooklyn, February 28 through 
March 13, 1959. 

These food parcels have been 
used as giveaways for two Lincoln 
promotions, both successful, in terms 
of the number of new accounts 
opened and dollar amount deposited, 
as well as retention-percentage rate 
of the accounts opened. 

In our first promotion at the Marl- 
boro office, we were dealing with an 
entirely new office. In the second, 
the Williamsburg office, a new 
building replaced the old one on the 
same site. 


> A pac consists of from 10 to 12 
brand-name food items (salad dress- 
ing, spaghetti with sauce, juice, 
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date-and-nut rolls, hot chocolate 
mix, honey, marshmallows, coffee 
candy, etc.), all packaged in a hand- 
some, colorful, insulated portable 
fiberglas picnic bag, useful for the 
beach or traveling. 

The food pac provides a meal for 
a family of four to six, and was 
given to all persons opening new 
accounts for $25 or more. The food 
and carrying bag have an estimated 
retail value of over $5 and are pack- 
aged and distributed by Guest Pac 
Corp., New York. 

In both cases we were looking for 
one premium that would be differ- 
ent and at the same time have uni- 
versal appeal. 


Typical Food Pac 

This premium held 

enough food for a 

meal for four or five 

people, was valued 
at about $5. | 


> We wanted one good premium, 
rather than four or five, used so 
often by other financial institutions. 
Lincoln’s first “Family Food Pac” 
new depositor campaign (at our 
new Marlboro office located at 300 
Avenue X in Brooklyn) ran from 
May 24 through June 14, 1958—a 17 
business-day period. 

This promotion resulted in the 
opening of approximately 8,500 new 
accounts and $1,000,000 in new de- 
posits. Average deposits for the 
campaign were $118. 

It is gratifying to report that de- 
posits have since climbed to over 
six million dollars at Marlboro, and 
the account-retention rate almost 





one year later is 92%. This is a high 
retention-percentage, indeed. 

Local newspaper advertising was 
used to good advantage to publicize 
the offer and 200,000 4-color folders 
were distributed during the period 
of the promotion. Large window dis- 
plays were also used, followed-up 
by effective trade and newspaper 
publicity. 

On opening day, Saturday, May 
24, 1,100 persons waited in lines 
which circled the block and began 
forming as early as 6:30 a.m. John 
W. Hooper, president of The Lin- 
coln, handed out the first “Food 
Pac” to the early-bird first de- 
positor. 


> At the second Lincoln office pro- 
motion, the Williamsburg office, 
which started on February 28, 4,800 
“Family Food Pacs” were distrib- 
uted. Of course, this number was 
less than at Marlboro since Wil- 
liamsburg is a long-established of- 


Good Timing... 


Election Year Shows 
Admen on Flagpoles 


American admen are combining 
politics and premium ideas to come 
up with some timely election-year 
promotions. Two to come over AR 
desks recently are as follows: 


Presidential 
Program 


A package of ma- 
terials pertaining to 
past and present 
presidents has been created by Os- 
borne-Kemper-Thomas Inc., Cin- 
cinnati, Ohio. 

The promotion piece consists of a 
booklet, poster and calendar in a 
red-white-and-blue motif telling 
the story of the American presi- 
dency. 

The presidential program carries 
the imprinted name of the sponsor 
and is sold to business firms on a 
regionally or locally exclusive basis 
for display or distribution to such 
outlets as schools, clients, institu- 
tions, etc. 

“This type of advertising has ap- 
pealed especially to banks, savings 
and loan companies, insurance firms 
and utilties,’ said Osborne’s vice- 
president. “Its value as an educa- 
tional medium is immediately ap- 
parent.” 

The poster shows a colored photo- 
graph of the president’s desk in the 
White House and tables, facts and 
figures on the presidency and vice- 
presidency, their qualifications, sal- 
ary, tenure, method of election, etc. 

Space is also provided for por- 


fice with neighborhood impact. 

Yardstick rulers and a Lincoln 
Memorial penny were given to 
adults. Children received lollipops 
and balloons, with appropriate pro- 
motional inscriptions. 

Some 45,000 depositors, with total 
deposits of $65,000,000, were already 
being handled at the office prior to 
the campaign, and the promotion 
brought in 4,800 additional new ac- 
counts. 

During this promotion, we again 
used local newspapers in addition to 
five house-to-house distributions, 
totaling 350,000 pieces in full color 
to the residents in the surrounding 
market area. 

Included in the distribution was 
the 1,500-family Sumner housing 
project directly behind the Wil- 
liamsburg office. The Bushwick 
Housing Project is still under con- 
struction and will bring an addition- 
al 1,500-family units within the bank 
service orbit when completed. 44 


traits and biographies of the four 
1960 candidates and a resume of the 
two party platforms. Across the bot- 
tom are the faces and pertinent data 
of all the presidents back to Wash- 
ington. A portrait of the successful 
presidential candidate will appear 
on the 1961 calendar in the package. 
The package is imprinted with a gift 
inscription from the sponsor. 
Complete information can be ob- 
tained from Osborne-Kemper- 
Thomas Inc., Park Av., Norwood, O. 


Consumer 
Contest 


Nearly one-half of 
all the U.S. families 
will get a chance to 
divide up $100,000 in prizes by ex- 
pressing their preference for their 
party’s presidential candidate. 

Handled by the Reuben H. Don- 
nelley Corp., the “Name the Nom- 
inees” sweepstakes is probably the 
biggest political poll to be staged 
yet. 

Twenty-two million entry-blank 
“ballots” were mailed from two of 
Donnelley’s three direct mail plants 
for delivery to homes during the 
weeks of April 11 and 18. Donnelley 
expects the promotion to provide a 
significant indication of the way the 
political winds are blowing and is 
backed up by Look magazine which 
plans to feature the results just 
ahead of the two national conven- 
tions. 

The presidential preference poll is 
part of a nationwide cooperative 
couponing program involving three 
Armour products—Treet, Chiffon 
and Dial—and, on a regional basis, 
a number of grocery products. 44 
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( Advertisement ) 


DON SPOTTS Says 
“Guarantee your 
premium’s success 
...Keep consumers 
happy!” 


I’ve often been 

asked how Spotts 

Mailing Corpo- 

ration grew to 

its present sta- 

ture within 7 

short years. I 

feel we offer 

many advan- 

tages that make 

our service superior. The most im- 

portant by far, however, is our 

ability to maintain the consumer’s 

good will for our customer’s product 
and company. 


This is not always as simple as it 
sounds. “Consumers” can become 
“enemies” if not properly courted. 
Although it may not be our custom- 
er’s fault, he alone must bear the 
consequences if there is dissatisfac- 
tion over delay in receipt of a pre- 
mium, or displeasure at receiving 
what the customer might feel is an 
inferior item. 


We at Spotts project ourselves 
into our client’s position. If there 
is a delay—for any reason—we are 
quick to send “delay cards” that ex- 
plain causes for the postponement 
and win customer cooperation and 
good will. The consumer is made to 
feel important. He becomes a part- 
ner in the premium promotion in- 
stead of a disgruntled “victim”. 


Here is a list of some of our 
services. If you have problems with- 
in the scope of these fields, we 
would be happy to help you solve 
them in a way that will make both 
you and your customers happier 
with your premium promotions. 


PREMIUM MAIL 
HANDLING 


PREMIUM CONSULTATION 
AND SALES 


CONTEST MANAGEMENT 
AND JUDGING 


DIRECT MAIL HANDLING 
MARKET RESEARCH 


AUTOMATIC PACKAGING 


Just call us collect. Spotts Mail- 
ing Corporation, 2402 University 
Avenue, St. Paul 4, Minnesota (Mid- 
way 5-5841). 
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Whether it’s for a sign on an exhibit, a title for a motion picture, 


or for the side of your building, the letter with a shape of its own 


has a place in your planning. 


By Ed Sachs 
AR Associate Editor 


On a recent Monday morning, 
three sales promotion executives in 
one of the heavily industrialized 
cities of the midwest were con- 
fronted with problems in their re- 
spective companies. 


e Bill Johnson wanted some pic- 
tures of a new line of small machine 
tools his company made. He wanted 
the pictures taken so that the shape 
and size of the tools would be em- 
phasized. This indicated that they 
must be photographed without any 
identifying wrappings or cartons. 
Somehow, he felt, the name of the 
company making the tools should 
be in the picture but he wasn’t sure 
how to do it. 


@ John French’s employer made 
motion picture projectors. His new 
models had a special attachment, 
unlike anything now being offered 
in the industry. This feature was 
being stressed in a trade show ex- 
hibit he was readying. Mr. French 
thought there should be an explan- 
atory caption on the exhibit. He, too, 
wasn’t sure what technique to use. 


® Tom Ross was angry. He was 
convinced his company was making 
a public relations mistake. The 
company had just completed a new 
assembly plant, modern and attrac- 
tive. It was located just a few feet 
from one of the most heavily- 
traveled highways in the state. But 


74 © Signs & Displays 


because the building had cost so 
much more than the original, and 
revised, estimates of the contractor, 
his company was determined not to 
spend any large, additional sums 
on the project. This meant there 
was no room in the budget for the 
elaborate sign Mr. Ross had been 
planning to construct in front of 
the factory. He knew his chances of 
getting the sign now were as good 
as his scrubwomen’s chances to be 
named Miss America but he was 
convinced that the company’s name 
should be prominently displayed on 
or near the building. 


> Three men... three problems... 
and as it developed, one sclution. 
For in all three cases, the sales 
promotion executives turned to 
variations of cutout, raised, diecut 
or shaped letters. 

Mr. Johnson identified the new 
line of small machine tools by using 
distinctive, wooden letters cut in a 
typeface long identified with his 
company’s advertising and_ sales 
promotion. 

A short caption, formed by color- 
ful plastic letters, spelled out the 
advantages of the special attach- 
ment on the motion picture projec- 
tors manufactured by Mr. French’s 
employes. 

And Mr. Ross ordered some at- 
tractive, raised aluminum letters 
which formed the name of his com- 
pany and had them placed on the 
new factory building, where they 


got maximum notice from motorists 
on the busy highway. 


> You too, may soon be confronted 
with a situation where actual let- 
ters with depth as well as the other 
dimensions—not flat reproductions 
or impressions—will offer a solu- 
tion. 

These letters are being used in a 
variety of industrial and commer- 
cial situations today. To name just 
a few: 


® Directories such as memorials, 
office listings, membership of com- 
pany organizations such as a 50- 
year club or industrial bowling or 
softball leagues. 


e Title signs. “Treasurer” or “John 
A. Stevens” on doors and desks. 


@ Informational signs stating that 
a stairway is closed or that payroll 
offices are open until 5 pm. 


® Divisions within retail stores, such 
as Shoes or Appliances. 


® Company and brand _identifica- 
tions on buildings. 


@ Point-of-purchase. 
@ Exhibits and displays. 


® Still, filmstrip, motion picture and 
television photography. 


@ Identification on sides of trucks 
and other commercial vehicles. 


® Identification on boats and planes 
to comply with federal, state and 
local regulations. 


® Management bulletin boards. 
® Variations of the graphic arts. 


® Menu boards in company eating 
places. 





HOW TO BUY 


wage 
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® Scale modeling. 
@ Price information. 


@ Directions such as an arrow 
pointing to the right, a hand indi- 
cating a stopping of action, a fire 
warning. 


@ Overhead banners such as you 
see in some large factories giving 
instruction or warning against im- 
proper use of company property. 


>» These letters, ranging in size from 
fractions of an inch to those large 
enough to identify a building’s own- 
ership, come in a variety of mate- 
rials. 


Wooden letters are available in 
shapes and with workmanship on 
a scale so fine that they can be used 
in printing. They are popular for 
architectural detail, permanent ex- 
hibits, advertising displays and dis- 
tinctive and tailored signs of all 
descriptions. 


Tile or tile-like letters are popu- 
lar with architects, store planners 
and display men. Of comparatively 
low cost, they offer smart appear- 
ance and versatility as they often 
are re-useable. 


Plastic letters can be the work- 
horses of this industry. Often avail- 
able in bright and attractive colors, 
they can be used in many different 
situations and are long lasting. 


Paper products are used to make 
letters and they are often the most 
inexpensive. Not limited to indoor 
use, they can be quickly and easily 
put to work and often are very 
helpful in emergency situations. 


Cork: letters, widely used in Europe 
and growing in popularity in this 


country, offer beauty of design, 
economy and ease of application. 
They may be used in either the nat- 
ural cork color or painted and have 
both exterior and interior applica- 
tions. 


Latex composition letters can be 
mounted to almost any _ surface 
without difficulty, are available in 
bright, attractive colors and are 
lightweight. 


Aluminum, bronze, steel and 
metal letters are used in a wide 
variety of ways. Small metal let- 
ters and numbers are used for pric- 
ing information and large metal 
letters are used out-of-doors for 
large company signs on the fronts 
and sides of buildings. 


Cloth letters are popular with some 
retailers for sales, overhead ban- 
ners, etc. 


These are representative mate- 
rials used in manufacturing letters. 
There may be others. It is a com- 
petitive field and the sources sup- 
plying it are constantly looking for 
new methods and applications. 

With this variety of material 
available, it is apparent that the 
letters are applied in many differ- 
ent ways. Many are attached with 
various adhesives, glues, pastes and 
sticky compositions. Others are 
mounted with screws, bolts, brads, 
tacks and nails. Some of the letters 
are sold with a panel to which the 
letters are inserted. Some are fitted 


into place on slotted bases. And 
other letters are held in place be- 
cause they are magnetic. 


> You can see that letters of al- 
most every possible size and shape 
are available. Selection depends, of 
course, on your personal situation. 

However, there are a few gen- 
eralizations one can make about the 
field. For example, if your letters 
are to be used out-of-doors, you 
should have them made of mate- 
rial that can withstand the erosions 
of all kinds of weather. One firm 
advertises that its letters are very 
well suited for exterior use because 
they meet standards established by 
the U.S. Coast Guard, an indica- 
tion that the letters not only meet 
exterior requirements but the addi- 
tional stresses of marine duty. On 
the other hand, another source of 
letters states that the “delicacy” of 
its products “makes it undesirable 
to put them to exterior use.” Before 
selecting materials, be sure you 
know where your letters will be 
put to work. 

Another rule-of-thumb is that if 
your letters are to be part of a 
permanent display, their durability 
is of greater importance then if they 
are to be used in a one-shot event 

. Say, place cards at a company 
banquet. 

Many uses demand that you se- 
lect a letter whose first virtue is 
clarity. For example, if you need 
the letters to warn visitors to your 
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Outdoor 
Displays 


Custom-Made and Stock Displays 
PENNANTS 


VERTICAL POLE DISPLAYS 


LETTER-BANNERS 


WINDOW DISPLAY 
LETTERS 


PROPELLER 
PENNANTS 


POSTERS AND 
BANNERS 


Write for FREE CATALOG 


The Pratt tsi ae 
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Point OF PuRCHASE 


Outstanding hand decorating by artists who 
capture every detailed likeness. Huge, NEW 
single floor plant with NEWEST equipment 
for ample production and quality control. 
Priced attractively and competitively. Send 
for information. 


Hartland Plastics, Inc., Dept. R, Hartland, Wis. 


plant to look out for an open man- 
hole, the warning should be stated 
in a typeface that gives its message 
easily and quickly so that even the 
most retarded visitor understands. 

Other signs and displays have to 
convey impressions as well as liter- 
al meanings. Examples include feel- 
ings of high styling in the fur busi- 
ness, the archaic impression of a 
Gay ’90’s alphabet used for an in- 
dustrial display of old product mod- 
els in contrast to the new line and 
other situations where the message 
is secondary to an intangible feel- 
ing. 


> No matter what use you make of 
letters, in most cases they have to 
be attached to something. This 
means sticking them or attaching 
them to a surface. If your em- 
ployer’s joy is the fine finish on 
the wooden panels of his office; 
you probably shouldn’t mar that 
finish by boring holes into it, and 
still expect a long tenure in your 
job. In some of the modern build- 
ings of glass, stone and metals, 
you'll find difficulty in attaching 
anything to the surfaces. Other sit- 
uations will give you a variety of 
choices. In considering materials, 
first know the limitations and 
strengths of the surfaces available 
to you. 

As in all things, costs are im- 
portant and in this field, as in so 
many, you get pretty much what 
you pay for. Some sources offer 
their letters in fonts or sets of 240 
characters. Others have established 
prices for 100 characters or more, 
less than 100, less than 50. Still an- 
other firm offers letters in one 
classification in a font of 144 char- 
acters and letters, and in another 
classification in a font of 110. Try- 
ing to decide what is a good com- 
petitive buy is difficult because it 
is hard to get a clear-cut competi- 
tive comparison. 

In selecting the proper letter, you 


will undoubtedly encounter’ the 
sales literature of the various 
sources. There are many virtues to 
cutout letters and their manufac- 
turing sources are quite explicit in 
detailing them. Most of the sales 
literature hits hard at the point 
that these cutout and raised let- 
ters have three-dimensional design 
and contrasts them with the “life- 
less” qualities of so-called flat signs. 

On this point, one manufacturer 
(aluminum and bronze letters for 
architectural purposes) has this to 
say: 

“Three-dimensional signs have 
been considered the ultimate in 
dignity and permanence down 
through the ages. Banks and gov- 
ernment buildings as a general rule 
carry their names chiseled in stone, 
a practice brought down to our 
times from Ancient Rome and 
Greece. It has remained for the 
modern metal fabrication industry 
to bring the many advantages of 
three-dimensional lettering down in 
cost within the reach of the ma- 
jority of industries and institutions.” 

A leading manufacturer of wood- 
en letters has this to say about his 
products in use: 

“A sign is very often a company’s 
sole contact with present and po- 
tential customers, the public and 
the business world. It’s got to stand 
out to be seen, to be noticed, to ac- 
tivate.” 


> As you look into the field you will 
undoubtedly find certain lines that 
are more suited for your needs than 
others. Many of these letters are 
sold direct. Others are sold only to 
the trade for re-sale to the general 
public. These retailers, many of 
them art supply stores, often are 
aware of the strengths and limita- 
tions of various lines, of different 
materials, of various faces. On this 
subject, you will find that most 
. ++ text continued on page 80 
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Coming Next Month! 


Desk-Top Fi_mstrip Projectrors 


And in the following months: 


ANTIQUE TYPEFACES Maiunc Lists 
Corns AND TOKENS 


Comic Books 


Srock PHoros 
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RED... BY JOHNSON OF EAU CLAIRE creative color-lithographers 


* Demand what you will in color printing, Johnson’s ability to capture all the subtleties 
of true color fidelity gratifies the greatest expectations. 


Prominent companies throughout the country entrust their color printing to Johnson. 


Johnson Printing, Incorporated, EAU CLAIRE, WISCONSIN, 2219 Galloway St. + phone TEmple 2-6692 
CHICAGO, ILLINOIS, 445 No. Lake Shore Drive + phone MOhawk 4-7860 
MINNEAPOLIS, MINNESOTA, 4152 Colfax Ave. So. + phone TAylor 4-3298 








SOURCES OF CUTOUT LETTERS FOR SALES PROMOTION 


The following firms are among the leading sources for cutout and raised letters 
for sales promotional use. Firms are coded by number (material) and letter 
(size). Code information: 1. wooden; 2. tile; 3. plastic; 4. paper and paper prod- 
ucts; 5. cork; 6. latex; 7. aluminum, bronze, steel, porcelain, or metal; 8. cloth; 
9, neon. A-6” and less; B-12" and less; C-l' or more. Coding is based on sales litera- 
ture made available to us and is not intended to be all-inclusive. For complete infor- 


mation, check with the specific supplier. 


Adler Silhouette Letter Co. 
11843 W. Olympic Blvd. 
Los Angeles 64 
3,A,B,C, 

Acme Supply Co. 

930 N.E. 13th St. 
Ft. Lauderdale, Fla. 
3,A,B,C, 

Bevelite 
P.O. Box 41 
4407 State St. 

Pomona, Cal 
3,7,B,C 

Ballantyne Co. 

1712 Jackson St. 
Omaha, Neb. 
3,B,C, 

Berloc Manufacturing Co. 
13623 S. Crenshaw Blvd. 
Hawthorne 38, Cal. 

7,C, 

Combination Products Co. 
64-74 W. 23rd St. 

New York 10 
7,A, 

* Chronoflash Co. 

Oakdale, Pa. 

7 


Display Craft 
804 W. Main St 
Portland, Ind 

1,3,A,B,C, 

DuraFlex Corp. 
301 N. Water St 
Milwaukee 2 
6,A,B, 

Dick Blick 
Galesburg, Ill 
1,3,4,7,A,B,C, 

Farrhill Manufacturing Co. 
Westmoreland, N. H. 
3 

Faulkner Laboratories 
4504 E. Hillsborough Av. 
Tampa 10, Fla. 
3,A,B,C, 

Ferrocraft 
Morganfield, Ky 
3,A 


Fort Hill Plastic Letters Corp. 
50 Hanover St 
Boston 8 
3,A,B,C, 
Garrison-Wagner Inc. 
2018 Washington Av 
St. Louis 3 
4,8,A,B 
Grace Letter Co. 
5 E. 47th St. 


New York 17 
5,A, 


Hernard Manufacturing Co. Inc. 


21 Saw Mill River Rd. 
Yonkers, N. Y. 
3,7,A,B, 
H. W. Knight & Son Inc. 
59 Lane St. 
Seneca Falls, N. Y. 
7,A,B,C, 
HR Inc. 
614 E. Slst St. 
New York 19 
1,A,8,C, 
Holes-Webway Co. 
St. Cloud, Minn 
1A 


Josarah Enterprises 
217 W. Illinois St 
Chicago 10 


Letter-On 
9605 Bulls Run Parkway 
Bethesda 14, Md. 
4,A, 

Lustra-Cite Industries Inc. 
331 Kent Av. 
Brooklyn 11 
7, A 


Magic-Lite Inc. 
181 E. 108th St. 
tow York 29 


Mankatian Wood Letter Co. Inc. 
151 W. 18th St. 

New York 11 
1,A,B,C, 

Mittens Display Letters 
30 W. 60th St. 

New York 23 
3,A,B,C, 

M&C Products Co. 
6918 State Rd. 
Philadelphia 35 

3,A 


Nelson-Harkins Industries 
5301 N. Kedzie 
Chicago 25 

7,A,B,C, 

Neoplex Inc. 

18 Camden St. 
Newark 7, N. J. 
3,A,B,C, 

Nu-Lite Signs 
2132 E. 9th St. 
Cleveland 15 

4,A, 

Planoscope Corp. 
551 Sth Av. 
New York 

3,A,B, 

Polyplastic Forms Inc. 
473 Hudson Av. 
Brooklyn 1 
3,A,B,C, 

Pryor Marking Products 
434 S. Wabash 
Chicage 5 


Prati es Co. 

225 N. New Jersey 
Indianapolis 4 
8,A,B,C, 

Spanjer Bros. 

1160 Howe St. 
Chicago 
1,3,7,A,B,C, 

Scott Plastics Co. 

423 10th Av. 
Palmetto, Fla. 
3,B, 

W. L. Stensgaard and Associates 

Inc. 

346 N. Justince St. 
Chicago 7 
3,A,B, 

Scintillating Letters Co. 
719 Industrial National Bank Bldg 
Providence 3, RI. 

7 


Stik-a-letter Co. 
Rt. 2, Box 1400 
Escondido, Cal. 

A 


United States Bronze Sign Co. Inc. 
101 W. 3lst St. 
New York 1 
7 


Wagner Sign Service Inc. 
218 S. Hoyne Av 
Chicago 12 








CHECK 


THIS SOURCE — 


MAGNETIC PLASTIC 
RAISED LETTERS 


Permanent magnets imbedded in 
plastic Jiff-E-Sign letters lets you 
change signs fast! 

Paint them any color with water 
paints, they never wear out. Five sizes 
available 5”, 4”, 2”, 114” and %”. 
New 114” and %” have repeated-use 
pressure sensitive backing. 

Three fonts —- Roman, Modern and 
Condensed Block, each font contains 
100 characters. 

Used by Retail Display Departments, 
Sign Companies, TV Stations, Film 
Studios, Audio-Visual Departments, 
Churches and Industry. 

Free! Brochure describing versatile 
Jiff-E-Sign letters, easels, sign back- 
grounds, and card holders. Write Fer- 
rocraft, Morganfield, Kentucky. 


ERROCRAFT 


/ Morgantield Kentucky 
V 


Here's Your Source 


Clock Movements 
For INDOOR SIGNS 


Sell signs with clocks in quantities to bak- 
eries, dairies, breweries, vetage compa- 
_ = cream and other manufacturers 


cheoua. dealers. Point of sale 
ad  ™ Cc KS are always popular 
and are big traffic builders. 

You produce the signs out of oy. ones 
material and easily install the self- 
LANSHIRE clock fitups. Get into iis v0 = 
ume business! Lanshire pr 

ready to mount. Completely iy enclosed "units Se 
that —_— no attention, 110 V. 

A.C. other models. 1 year i 
ada UL approved. 


Send for Technical Specifications and 
Prices 


ol within 


CLOCK & INSTRUMENT CORP. 


America’s Oldest of 
Electric Clock Movements Exclusively 


7548-58 S$. Loomis Bivd. 
CHICAGO 20 Phone AB 4-5800 





MERCHANDISING WITH 


GEECO 


SIGNS and DISPLAYS 


Our production facilities are second 
to none for fast service and 
maintenance of high quality. On 
your next project, contact GEECO, 
Inc. We'll furnish comprehensive 
color layouts, detailed blueprints, 
accurate cost estimates, and 
guaranteed delivery date. 


36 osepn 
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GEECO, INC. 


uth 4th Phone ADan 
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sources of letters have a variety of 
faces available. The same qualifica- 
tions you use to pick out a type- 
face for a printed brochure or book- 
let will stand up when selecting 
cutout letters with one exception— 
some uses of cutout or raised let- 
ters demand readership from great- 
er distances than is common with 
printed materials. 

However, in most cases, what is 
good in a typeface is good in a face 
in a letter. You will find many of 
your old favorites such as Futura, 
Script, Mercury, Gothic, Garamond, 
Bodoni, Old English, Rustic and 
others offered. Many manufacturers 
say that they can match a typeface 
or style upon request. 


> Cutout or raised letters solved 
the problems described in the first 
paragraphs of this report. They can 
solve many more, for in this area of 
sales promotional activity, where it 
is so important to express a point 
of view, convey information, and 
activate people, they are basic tools 
waiting to be used. 44 


Grace Brochure Shows 
Customer Applications 


Good for the sign idea file is a 
brochure showing customer signs 
produced by the Grace Sign & Mig. 
Co., St. Louis. 

Many different types of signs are 
illustrated in the brochure including 
in-use models of truck, tacker, wall, 
store front, road, bracket, and 
point-of-purchase signs. 

Specific details and line drawings 
of frames, posts and mounting ma- 
terials for road signs are included 
plus information on _ installation 


technicalities. 


Copies are available. 
. for more details circle 720, page 107 


Fluorescent Enamel 
Detailed in New Folder 


A descriptive folder on high- 
visibility “pyralux” fluorescent en- 
amel, showing swatches of the ac- 
tual shades available in the paint, 
has been published by E. I. Du Pont 
De Nemours & Co. 

The four pages of the folder are 
printed in the hyper-intense shades 
of vermilion, yellow, orange and 
red. Pyralux is reported to have 
four times the daylight brightness of 
non-fluorescent paints and the col- 
ors never appear achromatic (white, 
gtay, black) at extreme distances as 
do most non-fluorescent colors. 

+ » » for more details circle 721, page 107 





when you specify FASSON Self-Adhesive Materials 


Here’s why — 


Easier to use. Just peel the backing paper off 
. .. press in place. That’s all. No soaking, no 
dripping, nothing to clean up. Salesmen, 
route men, dealers like to put up Fasson signs. 


Excellent variety. Colorful papers, gleaming 
foils, weatherproof vinyls, clear acetates. All 
can be silk screened, printed, or lithographed 
perfectly . . . beautifully! 


Two adhesives. Permanent — actually sticks 
tighter with time. Temporary — removes 
easily, slick as a whistle. 


Prove it yourself. Write for samples. Dept. A. 


fusson 


Fasson Products 
A Division of Avery Adhesive Products, Inc. 
250 Chester Street ° Painesville, Ohio 


Makers of Self-Adhesive Papers * Foils * Films * For converters 
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Installation Finished . . . The orange juice can hides a flashing bulb, whose power is 
carried along a strip of metallic tape. Inventor Fred S. Neumann (left) looks over in- 
stallation with Lester Gilmer, Twin City Rapid Transit Co. and Minneapolis adman 
Frank Malone. Mr. Gilmer is holding an electric fixture, ready for taping down. 


A Wireless Electric Bus Sign 


Thousands of San Francisco bus 
passengers are witnessing a new 
concept in 3-dimensional advertis- 
ing which is being electrically 
flashed before their eyes with the 
help of three different pressure- 
sensitive tapes. 

One of the tapes—with an alu- 
minum foil backing—conducts the 
electricity for the unusual display 
system which is expected to be used 
soon from coast to coast for both 
transit-card and point-of-purchase 
advertising. 

Featuring illuminated, scale-mod- 
el plastic displays, the system was 
conceived by Fred S. Neumann, 
president of Ramco Inc., San Fran- 
cisco, who has already installed it 
in buses in several metropolitan 
areas. Its major use is in the San 
Francisco bay area where the sys- 
tem is being seen every day in 80 


Simple Installation . . . Two kinds of tape are used. An insulat- 
ing tape keeps a conductive tape from touching the metal bus 
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buses, and where it is expected to 
be installed in an additional 420 
buses by the end of this year. 


> The system has already been 
adopted by several leading adver- 
tisers—including the Emporium de- 
partment store in San Francisco and 
the Florida Citrus Canners Coop- 
erative, Lake Wales, Fla. The Em- 
porium—northern California’s larg- 
est department store—has found it 
“very successful” for special pro- 
motion. The Florida co-op is using 
it to advertise Donald Duck orange 
juice. 

Known as “Adflex,” the system 
is shock-proof, economical and la- 
bor saving, according to Mr. Neu- 
mann. He said it can be installed 
at a savings of about 40% com- 
pared to other wiring techniques, 
due to its simple application and in- 


A new technique, using 
pressure-sensitive 
tape, permits flashing 
lights to be easily 
installed in buses. 


expensive equipment. Besides the 
tapes, the equipment includes flash- 
er-type light bulbs, transparent 
plastic formed to the actual di- 
mensions of the product advertised, 
and “Scotchlok” brand type Y 
spring connectors. 

The tapes are all manufactured 
by Minnesota Mining and Manu- 
facturing Co. (3M), which also 
makes the “Scotchlok” connectors. 

One tape is a 3-mil aluminum 
foil tape which—although not de- 
signed primarily as an electrical 
conductor—is used to transmit the 
electrical current, replacing wires 
and electrical transformers. The 
second is a 5-mil vinyl-plastic tape 
which serves as an insulator be- 
tween the aluminum tape and the 
metal bus surface. The display 
bulbs are attached to plastic back- 
ing by an adhesive transfer tape 


body. Simple connectidns are made into any of the bus wiring, 
and the bulb sockets are taped in position wherever desired. 
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THE INDUSTRY’S GREATEST THREE - DAY 
SIGN AND MARKETING EVENT. MARK YOUR BUSI- 
NESS CALENDAR NOW. OCT. 25, 26, AND 27, 
KNOXVILLE AND GATLINBURG, TENNESSEE. ° 


Attendance by personal invitation to many of America’s leading marketing specialists. 


SIGNS 
oF 


SUCCESS 
pleasti-lime inc. 


Knoxville Tennessee 
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which also adheres the backing to 
the metal. 


> Eliminating the need for solder- 
ing, the tapes can be applied with 
speed and ease, according to Ramco. 
An entire bus can now be equipped 
with displays in only one hour by 
one person. Thus, what would nor- 
mally be a three hour job requiring 
wires and a soldering iron can now 
be done in one hour with tape and 
a few movements of the hand. 

Materials for the system, and any 
re-orders, are purchased from Ram- 
co for a small franchise fee, Mr. 
Neuman pointed out. 


> Ramco said both aluminum and 
plastic tape can be safely handled 
while the electricity is on without 
causing even a tingling shock sensa- 
tion to the handler. The system op- 
erates with 24 volts or less and is 
activated simply with a turn of the 
bus ignition key. The lights remain 
blinking until the ignition is turned 
off. 

Several bulbs of varying size may 
be attached behind each display and 
up to eight displays can be illumi- 
nated on each side of the bus. 
Three-amp fuses are used for the 
protection of the vehicle, Neumann 
explained. 

The displays, shaped to resemble 





any product in exact form, are 
molded over the actual product 
packages for accurate dimensions. 


> The Emporium, which used “Ad- 
flex” recently to promote four lines 
of ladies’ hosiery, said it found the 
system “very successful” and is 
planning to use it soon for another 
sales campaign. The Emporium be- 
gan using “Adflex” last Christmas— 
the first time in about eight years 
that it had participated in transit- 
card advertising. 

The San Francisco store was one 
of the first advertisers to adopt “Ad- 
flex” on an experimental basis. The 
experiments are partially designed 
to study public opinion of the sys- 
tem, Mr. Neumann explained. Sim- 
ilar experiments are now being con- 
ducted on buses in Seattle, Wash., 
and Minneapolis and St. Paul, Minn. 

And so far, Mr. Neumann de- 
clared, the general opinion of the 
system has been “very favorable— 
even from the bus drivers.” 


> At last count, there were 4,000 
“Adflex” displays in the San Fran- 
cisco bay area alone. Since 16% 
million persons (paid fares) ride 
buses in the bay area monthly, it 
is assumed that each display has 
been viewed by thousands so far. 

Ramco plans to install the sys- 


\ CHECK items on which you want information and samples and 
write Chicago Show Printing Company, 2635 N. Kildare, Chicago 39. 


[] Permanent-type Displays—wood, glass, plastic, metal 
() Molded Plastic and Animated Displays [[] Complete Dealer 
Display Kits [] Cloth Banners [[] Outdoor Displays—Stanzall® 
(0 Cardboard Displays [] Econo Signs [] Mystik®—Self-Stik 


Displays [) Pennants 


(0 General Lithographing Services 


() Complete creative point-of-sale facilities from ideas to sales. 
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tem in several large stores soon. 
It expects the flexibility of “Ad- 
flex” to create a new trend in 
point-of-purchase advertising. “This 
system not only affords spectacular 
promotion and quick installation, 
but also eliminates the shopping 
hazard of tripping over clumsy dis- 
play wires,” said Mr. Neumann. 
In fact, “Adflex” is expected to 
find a prominent spot in display 
windows. Ramco soon plans to pro- 
mote it to the consumer by dis- 
tributing special “Adflex” Christmas 
window decorating kits. Mr. Neu- 
mann considers this system capable 
of making a bay window an attrac- 
tive picture display for the holiday 
seasons since it can be attached 
directly to glass without the use of 
awkward props. 44 


Morton Salt Wins Again 
In Outdoor Competition 


For the second year in a row, the 
first grand award winner in the Na- 
tional Competition of Outdoor Ad- 
vertising Art was the Morton Salt 
Co. The competition was sponsored 
by the Art Directors Club of Chi- 
cago and winners were selected by 
a jury of 18 leading art directors, 
agency and business executives. The 
Morton poster, which won the Gold 
Medal, was produced by Needham, 
Louis & Brorby Inc. 

Second grand award went to a 
Ford Motor Co. poster and third 
grand award went to a Citizens 
Committee for a “Keep New York 
City Clean” poster. Both the second 
and third prize posters were pro- 
duced by J. Walter Thompson Co. 

Other award winners included the 
Theo Hamm Brewing Co., which re- 
ceived the first award in the Painted 
Bulletin classification, and Holly 
Sugar Co. which won first place in 
the Embellished Painted Bulletin 
Classification. 44 





Busily Flexing . . . People can’t seem to stop playing with the hexaflexagon, and each 
time they maneuver it into another position, another sales point is revealed. 


The hexaflexagon is 
not a standard 
advertising medium, 
but it solved a 
problem for 
Worthington. 


Remember Your Advertising 


By Cy Freeman 
Accounts Manager 
Advertising & Marketing 
Promotion Dept. 
Worthington Corp. 
Harrison, N. J. 


The problem was simple enough. 
Design a novelty for Worthington 
compressor drive turbines that (1) 
got across the six important fea- 
tures of the product, (2) in a 
unique and different way, (3) with 
special appeal for engineers. Un- 
fortunately, these three specifica- 
tions were combined with require- 
ment number (4): it must be in- 
expensive to produce and mail. 

We tried several approaches that 
looked as if they would achieve the 
first three objectives brilliantly. 
However, none of them could be 
produced for less than the interest 
on the national debt. 


> At this point we outlined our 
problem to our agency, Needham, 
Louis, & Brorby. Our account ex- 
ecutive, Al Ries, happened to re- 
member a game he played in a high 
school physics class. The game in- 


volved folding a strip of paper into 
a device that could be turned inside 
out to reveal six different “sides.” 
Called “hexaflexagons,” they were 
also described in an article in Sci- 
entific American for December 
1956. 

This was an ideal novelty for our 
purpose. Each “side” could be num- 
bered to correspond with one of our 
six product features. Second, the 
device was a mathematical novelty 
that could be expected to appeal to 
the technically trained prospects for 
our product. And third, it took some 
ingenuity to find all six different 
features. The device had a lasting 
interest. It wasn’t something that 
was likely to be looked at and 
thrown away. 


> To make a hexaflexagon, you take 
a strip of paper of any width and 
mark off 18 equilateral triangles. 
The paper is then folded along the 
lines of the triangles. (The actual 
folding process is probably too com- 
plicated to describe in words.) What 
you wind up with is a flat object, 
hexagonal in shape. To change 
“sides,” you compress the device 


into a “Y” shape and turn it inside 
out. 

To make one hexaflexagon is rel- 
atively easy. To make 10,000 is an- 
other matter. Our first problem was 
with the mechanical, which was pre- 
pared in three colors by Needham, 
Louis & Brorby. Just to be on the safe 
side, we statted the mechanical and 
folded it into a hexaflexagon. The 
numbers didn’t line up. Yet the me- 
chanical matched the original rough 
which had worked perfectly. This 
caused no end of confusion until we 
finally figured out that the original 
must have been turned inside out 
once or twice before the numbers 
were added. 

After we solved this problem the 
next step was to find someone to 
produce 10,000 copies. This was no 
simple job. Each hexaflexagon re- 
quired some 18 separate folds and a 
gluing operation. Barton Press, 
Newark, N. J., offered to do the job 
at a very reasonable price so we 
showed them how to make one hex- 
aflexagon and ordered 9,999 more 
just like it. 


> How they did it, I don’t know, but 
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MOST PRACTICAL QUICK-CHANGE 
PORTABLE DISPLAY EVER DESIGNED 


ata 


FOLD BASE 


For Sales Meetings 
Sale Counters 
Reception Rooms 
Presentations 


Clear acetate cover Folds flat Silk screen of 
lifts for quick changes for hanging print as desired 
The N. Y. Times, Newsweek and others select 
Picturest for their advertisers. Protects and 


enhances ads, layouts, photos, illustrations, 
etc. under acetate. 


PRICES: (net fob NY) 91/."x12", $10.80 doz. 
12”x15", $14.40 doz. Samples $1.25 ea. In 
grey or bive. Made to cny size, color or 
material; with or without printing. 


SeeGocoesd GO 


Creative Binders for Advertising & Selling 
318 W. 48th St., New York 36 * PL. 7-5950 








yw 


RADIANT COLOR CO. 
830 Isabella St:, Oakland 7, Calif 
461 W. Erie St 


19 W. 29th St 


Ae Leal Es 
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they managed to produce the entire 
quantity in a few weeks. (I under- 
stand that it took several.days to 
teach the bindery employes how 
to make the correct folds.) 

The completed hexaflexagons are 


being mailed in an envelope with 
an instruction sheet and a letter to 
Worthington’s compressor drive 
turbine mailing list. The cost? Less 
than the cost of preparing a new 
four-page mailing piece from 
scratch. 44 


To Make Your Own Hexaflexagon ... 








it isn’t hard to make your own 
hexafiexagon, if you follow instruc- 
tions carefully. Start with a long, 
straight piece of paper. You can cut 
out the strip on the cover of this 
issue, or use a piece of adding ma- 
chine tape. 


If you use tape, draw 19 equilater- 
al triangles, as in Diagram A. Number 
the triangles on top & bottom of the 
strip as shown. If you cut out our 
cover strip, fold it in half, keeping 
the printed sides on the outside. 

Now fold the strip so that the 
numbered triangles on the under side 
of the strip face each other—4 on 4, 
5 on 5, and so on. This will look like 
diagram B. 


New Duplicator Added 
To Ditto Machine Line 


A new, low-cost electric dupli- 
cating machine, Model D-21, has 
been introduced by Ditto Inc. 

It will sell at $299 and manufac- 
turer’s claims are that it can de- 
liver 300 to 500 sharp copies in one 
to five colors from a single Ditto 
duplicating master on any weight 
paper, 16-pound to card stock. Pa- 
per sizes can range from 3x5” to 
9x14”. 

Other features include easy-to- 
use feed system, copy control in- 
suring even intensity throughout a 
run, push-button control, positive 
master look-in, slotted drum for 


R 





Two more folds are necessary: one, 
on line ab of diagram B; one on line 
ed of diagram C. You will end up with 
a hexagon, as in diagram D, with an 
extra flap. This should be turned over 
and pasted to the blank triangle it 
will touch. 

Now you can start flexing. Pinch 
two adjacent triangles together. Push 
in the opposite corner to form a sort 
of Y, and open the figure from the 
center. This will expose a new face. 
Repeat until the figure won't open; 
then shift to the next vertex. 

More discussion on hexaflexagons 
can be found in “The Scientific Ameri- 
can Book of Mathematical Puzzles & 
Diversions”, by Martin Gardner, pub- 
lished by Simon & Schuster New York. 


quick attachment of blockout mag- 
nets, reversible feed tray and an 
accurate automatic paper counter. 

44 


New Marking Machine 
Announced by Pryor 


A new machine, designed spe- 
cifically for numbering carbon in- 
terleaved forms, has been an- 
nounced by Pryor Marking Prod- 
ucts, 434 S. Wabash Av., Chicago. 

Powermark 11 automatically ad- 
justs to go through up to 16 carbon 
copies, the company announced. 
The machine is available in six to 
10 wheel capacities. Each wheel is 
controlled by its own separate lever. 

44 
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lilustrator: William G. Jacobson, a fluent line 
draughtsman and colorist associated with Stevens-Gross 
Studios, Chicago, is well-known for his editorial 

and advertising illustrations for national magazines. 
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e sponsor of the wedding 


The wedding was brilliant and costly. The church was crowded. All eyes were 

fixed on the bride and groom. Everyone agreed it was a wonderful affair. 

The greyhaired Sponsor... who paid the bills. . . stood modestly, Mane 40 thn sintk Giethd ent enectantin 
almost anonymously, in the background. Some spectacular and costly advertisements run in national magazines 
advertising in vogue today suggests this situation. The show is magnificent during the past quarter-century were printed 
.... but the name of the sponsor is buried in the background. One basic from photoengravings made here at CM&H 
advantage of advertising in America's national magazines is that the sponsor from copy sent to us by advertisers and 
runs his own show... and holds the spotlight in the space he buys. And agencies from coast to coast. We have 
the reader pays... by subscription or cash at the news stand... for the watched the progress ef America’s national 


a ; : magazines from a front-row seat... and 
editorial service that sets the stage for the advertiser. these advertisements, prepared in cooper- 


ation with well-known magazine artists and 
photographers, express our appreciation of 
their basic rote in national advertising. 


COLLINS, MILLER & HUTCHINGS, INC. 


America's finest photoengraving plant 
for letterpress and gravure 
333 West Lake Street, Chicago 
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You’ 4é 
re “10 feet tall’ in bulkies of 


THis 1S WYO ® TI” 


SI ERLING 


OFFSET 
ENAMEL 
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Puritan Sportswear prepared twelve 
inserts for Men's Wear magazine to 
show retailers part of their fall and 
winter 1960 advertising program. 
They chose letterpress to permit 
use of the same engravings for 
national magazines. 


They also wanted counter cards, 
window blow-ups, etc., of the same 
advertisements in various sizes to 
complete the program. Here they 
converted the original letterpress 
engravings for offset use. 


In both cases, Puritan selected the 
appropriate Westvaco Quality Paper 
... Sterling Letterpress Enamel 
and Sterling Offset Enamel. 


The display blow-up on the left- 
hand page is our Sterling Offset 
Enamel; the magazine insert on the 
right is our Sterling Letterpress 
Enamel. Their bright white and 
gleaming surfaces give not only 
beautiful color reproduction 

but a refreshing brilliance in 

their own right. 


For smooth, fast press runs, both 
of these papers give you stabilized 
moisture control and make close 
register easier to maintain. What- 
ever your needs, West Virginia 
offers an answer in its complete 
line of coated and uncoated papers 
for every process. 


Write to find out about our mill-to- 

you-direct sales policy and technical 

service. West Virginia Pulp and 
American Made * Paper Company, 230 Park Avenue, 


° . New York 17, N. Y., or contact one 
’ sé 9 ’ ’ 
You re 10 feet tall in bulkies of ©) © of the offices listed below. 
AND MOHAIR : aia 
Fine Papers Division 
The Puritan Sportswear material was Commercial Printing Paper Sales 


od . a ale Chicago 1/FR 2-7620 
p aes The Du Bois r ess, Rochester, Cincinnati 12/RE 1-6350 
N. Y. The letterpress pieces were run on Detroit 35/DI 1-5522 


a Miller TW, 21 x 28, two-color press. New York 17/MU 6-8400 


a eek Philadelphia 7/LO 8-3680 
rhe offset pieces were run on a Miehle, Pittsburgh 19/CO 1-6660 


25 x 38, two-color offset press. 704 basis San Francisco 5/GA 1-5104 
Sterling Letterpress 
and Sterling Offset 
Enamels were used. 


West Virginia 
Pulp and Paper 





mm PACOTY PES 


offer a most economical way of 
duplicating originals with no loss 
of quality. And, there is a decided 
saving in production time. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


ELECTROTYPES, NICKELTYPES, PACOTYPES, MATS, R.O.P. COLOR GLASS MATS, 
THERMOSETTING MAT PATTERNS, AND PLASTIC PRINTING PLATES 


——__Where do you get BETTER SERVICE than at P& A?____ 





VISUALIZERS 


A, MODEL J & H VISUALIZERS. For 


copy of objects. image instantly 
roan on tissue or Bristol 
4. Enlarging or reducing by 
calibrated dials in seconds. 4 
times enlargement or reduction. 
. ROYAL UPRIGHT VISUALIZER & 
ART AID. For limited floor space 
yet full size working area. Floor 
space only 27°x29", height 43”. 
4 times enlargement of reduc- 
tion 


portant Teshoes of larger model. 
400% enlargement or reduction. 
©. CORONET DESK TOP VISUALIZER. 
Fits on top of desk. Easily port- 
able. Work area 10°x12". 4 times 
enlargement or reduction 


VISUALIZERS FROM $177 up 


Send for Catalog G 
LACEY-LUC! PRODUCTS, INC. 
3) Central Ave. * Nework 2, W. J. 
DEALERS: Choice Territories Open 


SILK SCREEN PROCESS 


PRINTING PRESSES 
Write for Lit. AR7 or Call jefferson 5-1980 
Lawson Printing Machine Co. 


4453 OLIVE ST. 


ST. LOUIS 8, MO. 


CRASH 


through the sales resistance 
barrier! The executives who 
may be too busy to see your 
representatives today can be 
analyzing your sales message 





in the next issue of 


AR 


DEC type tough “Viny!™ 
applied in seconds without water. Saves labor; no 
curling in storage. MADE TO YOUR SPECIFI- 
CATIONS...lettering, numbers, your trademark. 
Send now for FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. P.0.Box 948, Wichital Kansas 


Our Life is Type 


Here Type Can @& Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Swatch Book Shows 
Adhesive Papers 


Swatch books showing samples of 
adhesive papers are being offered 
by Presto Adhesive Paper Co., 
Glendale, Cal. 

The papers are used for price la- 
bels, bumper signs, oil change and 
gas pump stickers, outdoor signs, 
truck signs, price labels and name 
plates. Some are backed with 
lacquer-coated foil laminated to 45- 
pound litho stock. Others are coated 
for high gloss inks for use in multi- 
color printing. Some backings are 
rubber impregnated making them 
extremely flexible. 

Backings are in various colors in- 
cluding white, buff, gray, salmon, 
pink, green, yellow, silver and gold. 

- for more details circle 722, pege 107 


Tauber Booklet Explains 
Do-it-Yourself Bindery 


Tauber Plastics Inc., New York, 
is again offering literature featuring 
its products for do-it-yourself 
bindery work. 

Tauber manufactures binding and 
punching machines, and also sup- 
plies plastic tubes, rings and spiral 
binding for presentations, catalogs 
and other materials which can be 
conveniently bound in home and 
office. 

Inside pages of the booklet being 
offered have a continuous die-cut 
slot running through each page in 
which Tauber Plastic Tubes have 
been inserted. 

. for more details circle 723, page 107 


Rolet Presses Add New 
Labeling Equipment 


Rolet presses now have self-ad- 
hesive label equipment for printing 
labels, tags, tickets and trading 
stamps, Amsterdam Continental 
Types & Graphic Equipment Inc., 
268 Park Av. S., New York, has an- 
nounced. 

Amsterdam is the exclusive dis- 
tributor for the Netherlands-manu- 
factured presses. 

According to the company, the 
new equipment gradually removes 
and rewinds waste. The adjustable 
variable feed device has been ex- 
tended to accommodate a minimum 
1” feedlength, with the maximum 
remaining at 9”. Working length of 
the perforation and die-cutting bed 
has also been increased to 32”. 
Press speed has been augmented to 
permit 9,000 to 12,000 impressions 
an hour. 44 





A publisher tells some of the ad- 
vantages he obtained. and which 
other buyers of printing might ob- 
tain, by switching to web offset 
printing. 


By Emil G. Stanley 
Publisher, Stanley Publishing Co. 
Chicago 


To a buyer of printing, whether 
he publishes business papers, as we 
do, or issues catalogs and leaflets, 
there are a number of advantages 
that web offset presents, as com- 
pared to letterpress, that are well 
worth study. We switched because 
of, basically, 1, shorter production 
time; 2, economies of the web offset 
process; 3, paper economies; 4, post- 
age economies; 5, added flexibility. 

After nearly a year of study and 
investigation, our papers shifted 
from letterpress to web offset. This 
was in the spring of 1959. We now 
issue Transportation Supply News, 
Jobber Product News & Jobber 
News, Fleet Product News, Jobber 
Product News Directory & Buyers’ 
Guide, Fleet Directory, Transporta- 
tion Supply News Buyers’ Guide, 
Jobber Product News Show Daily 
and Transportation Business Gift 
News, all using web offset, and all 
printed by Poole Bros. Inc., Chicago. 


> A great deal of detail could be 
presented on how each of the five 


WEB 
OFFSET 
CAN CUT YOUR PRINTING COSTS 


advantages listed above has worked 
out. However, a quick summary of 
what has happened and what we 
have learned will reflect the think- 
ing on our part that led to the 
change. 


1. Stanley Publishing papers are 
newspaper format, 11x16”. An ex- 
ample of time saving with this for- 
mat: on letterpress flatbed presses, 
a 16-page form in color in the press 
room and bindery took some 60 ma- 
chine hours. Web offset presses run- 
ning 15,000 to 20,000 an hour, deliv- 
ering the signatures folded, handle 
such a form in less than four hours. 


2. Web offset printing prices them- 
selves can be below letterpress 
prices, depending of course, on the 
printer and the type of publication 
being published. If the prices are not 
below, they can be the same—which, 
with the other advantages of web 
offset—still make it a preferable 
method of printing, I believe. 


3. Paper in rolls for web offset costs 
around 10% less than in sheets. Of 
course, spoilage will be higher, due 
to the faster speeds of the presses, 
but the original savings in cost out- 
weighs the additional spoilage. 


4. Printing in rolls, the publisher 
can use lighter papers and that 
means economies in postage, a major 
expense. 


5. As to flexibility of web offset, it 
exists in many areas in preparing 
attractive layouts, adding or remov- 
ing illustrations or changing pictures 
sizes right up to press time, in make- 
up, cropping of cuts, adding and 


Ts 


subtracting elements in _ layouts, 
since they are not in metal, etc. 


6. By working with our advertisers 
and agencies, it is possible for us to 
enlighten them on the web offset 
whys and hows, especially from the 
standpoint of possible economies. 

From our experience, we feel that 
the finished product by web offset 
has been equal to and usually bet- 
ter than letterpress. 


>In our operation, the editorial 
copy is set the usual way, machine 
body and head composition. Run- 
arounds and holes are provided for 
the illustrations and these are shot 
from photographs with no halftones 
or zines necessary. 

In the handling of ads, the usual 
all-letterpress plate is acceptable. It 
is locked into a page with the edi- 
torial and the conversion from let- 
terpress to web offset is made by 
complete pages. If not by complete 
page, then various charges are made 
for stripping in elements. 

Advertisements can be accepted 
in one of several forms. In some 
areas these make for real economies. 
The economies are more evident 
when compared to what the same 
steps mean in costs on letterpress. 
The switch to web offset by a pub- 
lisher doesn’t mean automatic sav- 
ings across the board for the adver- 
tiser unless the publisher wants to 
raise his rates for all advertisers to 
balance the additional charges he 
may be absorbing and which are 
not included in the rates on his rate 
card. However, economies do exist 
for the publisher as well as for the 
advertiser, as our experience proves. 
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In 1960, we would have had to raise 
our ad rates if we hadn’t gone web 
offset. 


> Here are some other important 
points: 


® Regular letterpress plates, ma- 
chine and handset ads are acceptable 
for web offset production. 


® Tear sheets, film positives and 
film negatives are acceptable. Com- 
pared to the costs of letterpress 
plates, this advantage represents 
real economy for advertisers. 


@ Enlargements and reductions are 
possible from any ad copy supplied. 


® The web offset publisher can shoot 
from artwork. 


® Once an ad is “shot” the film can 
be used over and over again. There 
is no “wear” factor as in letterpress. 


> Just what this means in actual 
savings to the advertiser varies from 
publisher to publisher. For example: 


@ One publisher says, “We'll take 
letterpress plates and if you send us 
artwork, we will quote a price but 
that’s all—no films, no tear sheets.” 


@ Another publisher says, “We’re 
web offset but all we want is letter- 
press plates. If you send artwork, 


WHAT IS WEB OFFSET? 


In the web offset process, differ- 
ing from the more common lith- 
ography, paper is fed directly from 
rolls rather than sheets. This per- 
mits higher speeds through the 
press, since it involves a contin- 
uous rather than intermittent ac- 
tion. 


handling and cost are something to 
be worked out between you and 
our printer.” 


@ Another publisher prints by web 
offset but doesn’t let this fact be 
known. He accepts plates for letter- 
press only. 


© Another publisher prints web off- 
set, tells the advertisers to send in 
tear sheets and artwork and makes 
no charge. 


© At Stanley, we have gone all out 
to make our conversion to web off- 
set known. We are pin-pointing 
what we are doing, what the charges 
are, and in these charges what are 
economies and how much the ad- 
vertiser really saves. Our advertis- 
ing rates are realistic in that while 
we kept them the same and did not 
increase them, we have set up pol- 
icies so that those ads that require 


SERVICE 


’round the clock 
STate 22-3939 


NORTHWESTERN 
CLO LS 


eagiome 


328 S. JEFFERSON STREET -~ 


92 + Gy - July 1960 


24 hour a day service 


Complete photo engraving service—Copper, Zinc, Magnesium plates 
and process work. High quality, fast electrotype service. 


NORTHWESTERN 
PHOTO-ENGRAVING CO. 


CHICAGO 


The output of a web offset 
printer, whether it has a_ single 
unit, or combines four units to 
produce a full color sheet at one 
pass through the press, can be 
folded into signatures, can be cut 
apart for sheets, or can be rerolled 


for later use. 


extra procedure in conversion which 
mean extra cost are billed for those 
extras. 


> While the publishers that now 
print web offset are using several 
procedures in the handling of ad- 
vertising, I feel that it is highly de- 
sirable to have standardized pro- 
cedures and to declare them. Our 
policy is to keep advertising rates 
down and not to build into the rate 
structure the cost of conversion 
items that may be applicable to only 
a few advertisers. For this reason, 
we publish our “SPC Web Offset 
Specification Sheet” which details 
the steps in handling advertisements 
and how economies may be made. 

Most ads have no extra costs to 
the advertiser who is preparing an 
ad for web offset. There are some, of 
course, that need some conversion 
to adapt them to the new process. 
We feel that these conversion costs 
should be charged against just those 
ads that need them, and in just the 
required amounts. 


> The reactions of advertisers and 
agencies to our shift to web offset 
have been good because any oppor- 
tunity to cut costs attracts interest 
and attention. 

There seems to be little doubt that 
more and more business publications 
will be printing by web offset in the 
near future. While Stanley circula- 
tions run 50,000 to 100,000, there are 
business papers with 20,000 to 30,- 
000 now printing with web offset. 
Manufacturers of presses are tak- 
ing these shorter runs into con- 
sideration in the production of new 
web offset machinery. 44 


Spanish Grain Duplex 
Cover in Sample Book 


A sample book showing examples 
of Spanish Grain Duplex Cover has 
been issued by the Beckett Paper 
Co., Hamilton, Ohio. 

The book contains seven color 
swatches and combinations of color 
on its covers. The paper is embossed, 
giving it a leather-like quality. 

- « for more details circle 708, page 107 





Reduce Your Ad Production Costs 


in Selling the Truck and Bus Fleets and Automotive Jobber Markets 


No other business paper publishing company in 
the truck and bus fleet field provides these great 
economies. 


Dero 


Attention: 
SPC Web-Offset Specification Sheet 


The Stanley Publishing Company business papers shown below have been printed by web offset since May 

B59. From that time through January 1960 issues the publisher alworbed any charges listed below. Starting with 

he February 1960 issues the charges below are going to automatically be billed. They provide advertisers and 
agencies many economies 


Send for this FREE SPC “Spec” Sheet 


Poole Bros., Chicago, Ill, a leading printer of trade journals including Advertising Age, print the Stanley 
Publishing papers. Each of the papers listings in Standard Rate and Data in the sections indicated carry the 
information under a special heading entitled — “Web Offset Specifications”. The table below identifies these var- 
ious web offset specifications. The charges that are included actually represent economies when compared to the 
needed mechanical requirements of straight letterpress printing. The charges below are commissionable to recog- 
nized advertising agencies. They will be billed on separate invoices which will be attached to the space invoices. 
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One of America’s leading industrial ad- 
vertisers recently said, ‘Production, art- 
work and plate costs eat up about a third 
of our annual good-sized budget.’’ Upon 
viewing the adjacent “Spec’’ sheet, he fur- 
ther said, ‘That will sure enable us to save 
money ... hundreds. . . even thousands of " 


ee Ra 
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production dollars.” 
Get your copy of the “spec” sheet. Shows : an ie 

details on how original zincs, halftones and 


electros are circumvented. 


Letterpress originals, electros, ples | | 
tic plates. Unmounted or mounted | Must be flush mounted by publisher | Flush Mounting Chorge of $3.00 
but not flush | 
Reproducing trom ad tear sheet or 

3 etch of reproduction proof (must be | Shot separately swipped into poge 
unmounted) 


Ads are “shot” from tear-sheets, repro- 
duction proofs, artwork, etc. Or, an adver- 
tiser simply furnishes a low-cost film posi- 
tive or negative. 


4A Complete Film Positive — Supplied Stripped into poge 


by Advertiser } 
— - -—---—- + —- ~— ao 
48 Complete Film Negative — Supplied | Converted to positive, stripped into 
by Advertiser poge 
From letterpress plates, teer sheets, 
etch proofs, reproduction preots 


$15.00 per color per unit; $30.00 
per 

hencnediieatao 

4c Enlargements or Reductions 
Enlargements or Reduchons From artwork for one shot, maxi 
on size 18 by 24 


$25.00 per color, per unit; $50.00 
per spreod 


SA 


Enlargements or Reducthons 
5B 


Whether you are now printing or using 
Web-Offset . . . whether you know a little 
or a lot about it .. . this FREE “spec” sheet 
will interest you. It is the first such “spec” 
sheet released by any business paper pub- 
lisher, and is based on an entire year’s 
experience. 


| From artwork requaing combination 
| work 


6 Finished artwork For one shot comera work maxi- | $25.00 per color, per unit; $50.00 
| mum size 18 by 24 per spread 


| Requiring combination 
mum size 18 by 24 





| Four Color Process ods 


These chorgeable items effective Febrvery |, 1960 
Prices subject te change without notice 
Addinona! copres of this specification sheet evailable by writing 


We will also gladly send you the complete 
market and editorial story on any or all of the 
Stanley Publishing papers. 


431 S. Dearbern Street, 
Chicage 5, Illinois 
WAbesh 2.0636 


Stanley Publishing Company 


——- 
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|| Jebber Product News 
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Lids: 


51,000 Monthly 


The Web-Offset experi- 
ences of Stanley Publish- 
ing warranted its being 
featured in the national 
advertising of a manu- 
facturer of web-offset 
presses. Write for re- 
prints of this ad. 


51,000 Quarterly 


BU ERE GUIDE 
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51,000 Annually 
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| | FLEET 
cimectory | DIRECTORY 

and 


and TSN | | 
BUYERS GUIDE 
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62,000 Annually 35,000 Annually 113,000 Annvally 


When You Advertise in these 7 Stanley Publishing Papers You Save on Production Costs 


The above SPC “spec” sheet will enable you 
to figure exactly in dollars and cents how tre- 
mendous are the production savings when you 
sell the bus and truck fleet market and auto- 
motive jobber market through advertising in 
the Stanley Publishing papers. 


Stanley Publishing Company 
switched from letterpress to web- 
offset in May 1959 to affect econo- 
mies in its publication production 
and speed up its service to read- 
ers. The increased speed amounts 
to printing and folding 16-page 
signatures in color, at speeds of 
15,000 to 20,000 copies an hour. 
Since taking this major step 
Stanley Publishing is now in a 
position to also afford advertisers 
major savings and drastic reduc- 
tions in production costs. 


tion savings are a real “plus” in using Stanley 
Publishing papers. The basic reason for adver- 
tising in them is of course for RESULTS. 
When you advertise in Stanley Publishing 
papers you (1) get results and (2) save on 


These produc- production costs. 


ee OE OR eT en ee ee 


Stanley Publishing Company * 431 S. Dearborn St., Chicago 5, Ill. 
, | would appreciate your mailing to me FREE; 
~e —___... copies of the SPC Web-Offset ‘Spec’ Sheet 
: —__.copies of the Hantscho ad reprint 
Send complete information on advertising in [] TSN; [ JPN; (() FPN; 
(C0 JPN Dir.; () Fleet Dir; [) JPN Show Daily; [) TBGN 
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Wax Paper Insert 


. 


Fiow to 


Fianadle a 


Wrax Paper 


insert 


. « « This insert, printed in full color on 


household wax paper, used the wallpaper technique. 


Getting 41 newspapers 
to handle a tricky 
insert isn’t easy, 

but it was worth 


the trouble. 


By E. E. Erdmann 
Vice President 
Badger Paper Mills 
Peshtigo, Wis. 


Badger Paper Mills first began 
sampling a heavy-duty household 
wax paper, to millions of housewives 


. in 1959 after a highly successful 


trial in St. Louis the year before. 
Together with our advertising agen- 
cy, The Brady Company, Appleton, 
Wis., we selected newspapers in 
major markets of our regional areas 
for insertion of a 15x22%” sheet of 
Freshrap. 

One of the reasons we decided to 
use an insert was that being one of 
the largest manufacturers of printed 
breadwrap in the country, we could 
produce the insert ourselves. We 
printed a four-color advertising 
message on the paper, using the 
step-and-repeat method, before ap- 
plying the wax. 


>» The Brady Co. had suggested the 
use of an insert to demonstrate the 
quality of Freshrap to housewives 
and to increase distribution among 


supermarkets. Due to costlier raw 
materials and production, it is often 
slightly higher priced in the mar- 
ketplace. In order to justify this, 
agency representatives felt it neces- 
sary to convince potential customers 
of its superior quality by sampling 
it directly to the home for com- 
parison. 

To our knowledge, it is the first 
time a usable “give away” sample 
of waxed paper has ever been in- 
serted in a daily newspaper with 
the actual sales message printed 
on it. 


> The results of the Freshrap insert 
promotion in St. Louis showed an 
increase from 45% distribution to 
100% in the major chain and inde- 
pendent outlets. 

Last year we ran the insert in 41 
newspapers in 31 markets. Follow- 
ing its appearance, distribution in 
these areas rose 30% and total sales 
for the year went up 15%. 

This year we are featuring the 
insert in 42 newspapers in 37 cities 
and increased the printing to six 
colors. We expect the sample to 





Printing Inserts . Using the same 
presses as used for bread wrappers, the 
insert was printed four-up, then slit. 


reach more than seven million fam- 
ilies during the 1960 promotion. 


> We made the Freshrap insert on 
jumbo rolls 60” wide, 24” in di- 
ameter on three inch notched fiber 
cores. This permitted us to make 
four impressions at a time. The rolls 
were run through slitters and re- 
winders before delivery to the 
newspapers. 

The entire 1960 run of 550 rolls 
weighed over 160,000 pounds and 
contained almost 14 million feet of 
paper. 

Supporting the insert campaign 
were half-page, two color ads, in 
Woman’s Day and Everywoman’s 
Family Circle, appearing in selected 
editions of the April issue. Also 
there were tie-in ad mats, radio 
and tv spots, food section articles 
and publicity photos. During the re- 
maining eight months, we will run 
210-line ads, every other week, in 
all major markets. 


> The cost of producing the insert 
was over $35,000 from start to fin- 
ish. Badger Paper Mills cut the pulp 
wood, made the paper, printed the 
ad on the paper and then added the 
heavy wax coating. This fit our pro- 
duction schedules perfectly because 
it's the same process we use to 
make breadwrap. 

The total media cost was ap- 
proximately $65,000, which reflects 
a majority of the papers charging 
a two-page rate, black and white, 
with a handling charge or rebate 
for ink and paper. 


> In order to get the campaign roll- 
ing and have it all locked up in ad- 
vance, we permitted ourselves about 
three-and-a-half months lead time 


to line up all the newspapers. 
Normally we begin thé year’s ad- 
vertising campaign in early spring 
and stagger the insert’s appearance 
—commencing in the south and 
moving northward—to keep ahead 
of advancing hot weather. If the 
temperature gets unseasonably hot, 
the papers might experience some 
trouble in running the wax paper 
insert on their high speed feeders. 
This year the insert began appear- 
ing on March 15 and continued in 


Carlton Bond Samples 
In Northwest Folder 


Examples of Carlton Bond paper 
are featured in a four-page folder 
being offered by the Northwest Pa- 
per Co. 

Carlton Bond is designed for 
either letterpress or offset use and, 
according to the company, for let- 
terheads, bulletins, news releases 
and direct mail advertising. It is 
available in eight colors and has 
great opacity, the paper company 
said. 

- « for more details circle 715, page 107 


Report Includes Totals 
On Newspaper ROP Color 


For the first time in history, an 
American newspaper ran almost 
three million lines of ROP color in 
a single year, 1959, the annual re- 
port of R. Hoe & Co. Inc. reveals. 

Leading the parade of newspapers 
was the Milwaukee Journal with a 
total of 2,957,761 lines of ROP color. 
Other leaders, in order, were: Chi- 
cago Tribune, Los Angeles Times, 


various markets until April 28. 
While it’s still too early to tell, 
we feel sure the inserts again will 
be a success. By giving our product 
away to millions of households for 
use and direct comparison, we've 
accomplished what we set out to 
do—establish an image of quality. 
In so doing Badger Paper Mills has 
been able to increase its sales in 
a highly competitive market and to 
almost double the number of stores 
handling Freshrap. 44 


Miami Herald, Salt Lake City Trib- 
une, Houston Chronicle, Nashville 
Tennessean, Salt Lake City News 
and Telegram, Minneapolis Star & 
Tribune. 

For a breakdown on how this 
linage was placed in these and other 
American newspapers and by which 
advertisers, “The HOE Report on 
ROP Color,” has detailed figures. 

- » for more details circle 716, page 107 


Day-Glo Color Guides 
Issued by Switzer Bros. 


Color guides for the line of Day- 
Glo gravure inks of Switzer Broth- 
ers Inc., Cleveland, Ohio, have been 
issued. 

The eight colors, printed by Beck 
Engraving Co., Philadelphia, on a 
sheet fed gravure press, and de- 
picted in the color guide, are avail- 
able on label and carton stocks. 

Spokesmen for the Cleveland 
company predict a widespread ac- 
ceptance of Day-Glo in the general 
packaging field as a result of Procter 
and Gamble’s use of it on Tide de- 
tergent cartons. 

- + « for more details circle 717, page 107 


“Send me a man who reads!” 


@ wrennationar paren 


Power of Print . . . International Paper has an understandable stake in the continued 
popularity of print media of all kinds. To show its faith in the power of the printed 
word, the company is running a series of ads in ‘’Fortune’’ and Reader’s Digest’’ 
stressing that the men who read more, achieve more. Above is the first in the series. 
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TRADE GOTHIC EXTENDED, DESIGNED, CUT & PRODUCED BY LINOTYPE ALONE 


This page is set in 8 point Trade Gothic Extended, just completed by Linotype. The 
6, 8, 10, 12 & 14 point sizes are now ready; the 7, 9 & 11 point will be available by 
the end of 1960. Trade Gothic Extended is designed to provide a clear and handsome 
means of accenting a short line or phrase where these open letterforms will fully dis- 
play their striking proportions. In the mass its unique and attractive texture suggests 
obvious advertising uses. The capitals of both light and bold make a fine even line, 
the delicacy of the Light emphasized cleanly by the vigor of the Bold. This face com- 
pletes the Linotype Trade Gothic family, whose handsome utility is winning a crowd 
of new friends everywhere. The series consists of four widths; Extended, Regular, 


Condensed and Extra Condensed, all of which are provided in mated light and bold 
versions. The other members of the family are designed with the same sophistication 
and cut with the same care as the face you are now reading. Inspect the clear even 
texture of both Light and Bold; every letter plays its part, not one obtrudes. Inspect 
the sharpness of each character and its alignment; such precision is the result of 
Linotype’s rigid system of quality control. We hope that the quality of this new Lino- 
type design and the proven economy of Linotype operation may provide the answer 
to some of your design and typesetting problems. For an advance specimen, write 
to the Mergenthaler Linotype Company, 29 Ryerson Street, Brooklyn 5, New York. 


TRADE GOTHIC EXTENDED, ANOTHER NEW FACE FOR MACHINE COMPOSITION 
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TRADE 
GOTHIC 
EXTENDED 


( Advertisement ) 
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By G. H. Petty 


If all the types except Garamond 
were suddenly and miraculously re- 
moved from the printing scene, the 
work of disseminating information 
by means of the printed word would 
go on with scarce a ripple of in- 
terruption. For of all the types that 
have been produced since Guten- 
berg, Garamond is perhaps the only 
one that can do everything well. 

It is as fascinating as Caslon, as 
beautiful and eye-appealing as any 
type ever cut, as practical as Cen- 
tury and Futura, as versatile as 
Cheltenham was four or five dec- 
ades ago. It can also be designated 
as dignified, distinct, chaste. 

Garamond is versatile. With its 
two weights, light (called “old 
style”) and bold, companion italics 
and small caps, it can successfully 
interpret almost every need and 
mood. It does not, however, fit into 
the “blacksmith” category; rather, 
it is something like a dignified per- 
son, incorruptible and honest, into 
whose mind there never enters the 
least smidgin of doing anything 
other than what honesty dictates. 


> Its evenness of tone and pleasing 
grayness in mass give it consider- 
able value as a book face. Its fine 
lines are not thin to the point of 
emaciation but are moderately 
strong and thus soften the effect, 
a feeling that is pleasing to most 
readers. Its smaller sizes, when 
compared to the larger, do not ap- 


This article is adapted From “Typo 


Graphic,” published by E. H. Stuart Inc., 
Pittsburgh. 


Men have called Garamond the only 
typeface that can do everything. Versatile, 
dignified, fascinating and practical, know it well. 


pear cramped and distorted as do 
many similar faces. 

In display, Garamond imparts a 
feeling of chaste quality, particularly 
in the old style weight. The very 
shape of the letters themselves pre- 
sents a pleasing appearance and 
makes it ideal for large display 
lines. Its only weak character, if 
there be one, is its lower case “a” 
which has an appearance of being 
slightly condensed. 

The lower case is slightly smaller 
than most faces and therefore less 
ledding is needed; in fact, narrow 
measures can be run solid with 
little resultful revulsion. The bold, 
however, calls for some ledding. 
Wide lines, of course—and this is 
true of all types—must have enough 


air so as to not make the reader’s 
eyes skip around. 

The numerals are a modified ver- 
sion—not “modern” and not quite 
“old style’—about halfway between 
the caps and the lower case in 
height. This height sometimes tends 
to distract the eye, especially if 
used with all-cap lines—to not 
quite “fit.” The difference, however, 
is ideal for text matter. All Ameri- 
can type companies, however, have 
cut true “old style” figures which 
can be used as alternates. 


> So perfectly shaped are the let- 
ters that only a minimum amount 
of adjustment is necessary in all- 
cap display lines. Such characters 
as “A” and “W” when they come 
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together must be cut in and 
straight-line characters must be 
spread apart. 


The scripts and brush-type let- 
ters, the sans-serifs and the square 
serifs are ideal companion faces for 
display. 

The companion small caps are 
not compressed as are so many like 
faces. Used as display or in text the 
combination is unusually pleasing. 
Tight spacing in straight matter in- 
creases readability. 

Because Garamond was _intro- 
duced during the furbelow age, a 
complete series of swash charac- 
ters and companion borders and 
ornaments was cut to go with it. 
These are seldom used in this 
streamlined, rushed age. 

Garamond prints well on almost 
every finish of paper, but it is best 
on the kind of paper that was 
available when it was first de- 
signed—“old style” or rough tex- 
tured. Heavy impression brings out 
its full beauty, not the kind that 
“bites” deeply into the surface but 
enough to push it below the surface 
and not leave it high and dry on top. 
It has no natural companion color 
though blue and brown seem to 
bring out its best. Because of its 
modified weight of thin line it re- 
verses well and prints cleanly on 
color when used as a doubleprint. 


> To get to the heart of any type- 
face—to really learn why it fits 


into today’s design scheme—one 
should go back and study its his- 
tory; learn how it came into being 
and for what purpose. Garamond is 
no exception. Its story is fascinating 
and valuable; the ones who con- 
tributed to its making planned well. 

By the middle of the sixteenth 
century, printing had become a 
reality far beyond the wildest 
dreams of Johann Gutenberg. It was 
no longer a work of manuscript im- 
itation but one of more utilitarian 
aspect—practical and usable. Those 
who could not read still regarded 
the art with awe and superstition; 
some, more far-seeing than most, 
were using it to further their own 
interests; a few kings and dictators, 
jealous of its potential power, re- 
garded it as an instrument of the 
devil and were trying to curb its 
spread. 

In one hundred years, from 1450 
to 1550 or thereabouts, printing had 
spread through all the then known 
world, even to the newly discovered 
Americas. “Specialists” had come 
into being toward the end of that 
period—men whose talents gave 
them greater skill in executing one 
phase of the business than the 
others. There were not merely 
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printers, but compositors and press- 
men. Others were inkmakers and 
bookbinders. 

And a few were beginning to spe- 
cialize in producing type—men who 
not only designed the letters but 
cut the punches, cast the type and 
sold it to those who used it. It was 
a lucrative business; printers wel- 
comed the wares because it gave 
them, not only better type than 
they themselves could produce, but 
a variety with which to meet the 
rapidly increasing demands of those 
who were buying their services and 
products. 


> At the time time, typeface design 
was undergoing changes. Aldus, 
Jenson and Ratbolt, the Italians 
(1469-1500), had set the pace with 
the first true “roman” design. Fro- 
ben, Amerbach and Petri, with the 
artist Holbein giving assistance 
(1500-1530), followed in Germany, 
and Badius, Verard and Tory (1490- 
1533) in France. Their types were 
“experimental”—not crude, to be 
sure, but the first steps in an utterly 
new and revolutionary facet of civ- 
ilization. These steps taken, it was 
time to smooth up the rough edges, 
to give them a final, polishing touch. 
Garamond was the one to achieve 
that result. 

Unlike most of our types, which 
usually have one well-authenticated 
source, Garamond has two. In un- 
raveling the story, one finds a 
curious and interesting mixup of 
events and dates that reads like 
the threads of a modern detective 
story, a confusion that came about 
with no desire on the part of any- 
one to cover anything up and with 
no one person responsible. It was 
not straightened out until 1926 when 
Mrs. Beatrice Warde published her 
discoveries in The Fleuron. 

It will be necessary, therefore, to 
tell here, not one but two stories. 
The first deals with Claude Gara- 


mond, the handsome, bearded let- 
ter-cutter whose name has been 
perpetuated in the name of the 
type. 


> Garamond, a protege of the great 
Geoffroy Troy, produced a series of 
type for Robert Estienne, the first 
book publisher, in 1531-1532 which 
helped to establish Estienne as the 
leader in his profession. The work 
also gave rise to the typefounding 
business; Garamond’s was the first 
that was not an adjunct of a print- 
ing plant. 

After Garamond’s death in 1561 
some of his punches were taken to 
Frankfurt, Germany, where they 
eventually came into the hands of 
Christian Egenolff who had earlier 
set up a printing and publishing 
business there. Upon his death, his 
daughter married Jakob Sabon, a 
type cutter who became a member 
of the firm. Sabon died in 1580, 
leaving Egenolff’s widow, his 
mother-in-law, a prosperous found- 
ry, the first in Germany. Later she 
married Conrad Berner, another 
typefounder, who had in his posses- 
sion a series of italic letters which 
had been cut by Robert Granjon of 
Lyons and presumed to have been 
brought into the firm by Sabon who 
came from the sarne town and must 
have known Granjon. 


The two faces were combined and 
in 1592 the Egenolff-Berner foundry 
issued a specimen sheet which has 
become famous in the annals of 
printing. It is this sheet, featuring 
types which Berner modestly 
termed as “the finest . . . which have 
ever seen the light,” that served as 
the basis for three of the leading 
Garamond types of today: the Eng- 
lish linotype version, designed by 
Robert Jones and named “Granjon,” 
issued in 1924; the American lino- 
type’s Garamond which came along 
a year later; and Ludlow’s, the bold 
in 1929, the light in 1930. 


> With all these uninteresting dates 
and marital ramifications out of the 
way, one facet of the story has been 
completed. A little more romantic 
one follows—the one that is con- 
fused, the culprit that in all in- 
nocence led to the series of miscon- 
ceptions. 

Jean Jannon, after working in the 
Estienne establishment for several 
years, left Paris in 1611 and settled 
at Sedan where about 1615 he cut a 
series of type for his own use. In 
1621 he issued a specimen book in 
which he stated positively that the 
faces were by his own hand. Close 
examination reveals the fact that 
though he had the Garamond faces 
in mind he did not copy them. 

It was the age of the French 





“Renaissance.” Louis XIII with his 
simperings and vaporings was set- 
ting the trend and all fashion, in- 
cluding printing, fell into step. Jan- 
non’s types typified the day—sharp, 
refined, dainty. 

Bad times followed soon after the 
issuance of his types. Cardinal 
Richelieu, having come into power 
in 1642, discouraged all save state- 
controlled efforts and _ individual 
ambition was stifled. That same 
year his officers dramatically seized 
Jannon’s shop and took possession 
of everything therein. The types 
were transferred to the Imprimerie 
Nationale at Paris where they were 
renamed “caractéres de |’université” 
and used in three books, one of 
them Richelieu’s own life story. The 
appearance of types by the Didots, 
Bodoni and Baskerville, together 
with a new process for making pa- 
per finish smoother, pushed them 
into the background and they were 
almost forgotten for nearly three 
centuries. 

When the types were revived the 
confusion began. Authorities took 
what material they had and, with- 
out verifying them, gave out that 
Garamond was the creator of the 
“caractéres de luniversité,’ com- 
pletely passing up Jannon whose 
name and presence had been all but 
obliterated by the Red Cardinal. 

Error was piled upon error until 
even such authorities as Arthur 
Christian, director of the Impri- 
merie Nationale, was duped in 1905. 
Our own D. B. Updike, in his mon- 
umental “Type Faces,” accepted the 
statements as authentic. Even the 
great American Type Founders was 
taken in. It was only the chance 
discovery of Mrs. Warde and her 
subsequent re-ordering of dates and 
events that straightened up the 
matter. 

Jean Jannon’s types, designed al- 
most a century after Garamond’s, 
served as the models for the Ameri- 
can Type Founders version, adapted 
by Morris Benton and brought out 
in 1917. The companion italic fol- 
lowed in 1918 with the bold in 1920 
and bold italic in 1923. Intertype 
followed soon afterward as did 
Monotype. The latter face, done by 
Frederic Goudy, was called “Gara- 
mont.” The bold is known as “Gara- 
mond,” the name most people use 
for both weights. The reason for the 
difference has never been explained. 


> Garamond has earned a secure 
niche in the field of printing. It has 
survived through four centuries and 
appears destined to enjoy as much 
popularity in the years to come as it 
did in the elegant period of the 
French Renaissance and the hectic 
era before the sans-serifs. 44 





BREAKTHROUGH ...! 


1455 eee iui type invented by Gutenberg. 


1884 ... Mergenthaler first sets type from a keyboard. 


TODAY .. . for the first time in history, all sizes 
up to 72 pt. are set from the Fotosetter keyboard. 


Perfect reproduction proofs in all sizes, 4 to 72 pt. and 
larger, are yours from Warwick. 


seed r WARWICK TYPOGRAPHERS, INC. 


now 920 Washington Avenue « St. Louis 1, Missouri 
Fotosetter 


SERVING 43 OF THE 50 STATES + OVERNIGHT BY AIR SERVICE 





For Speeches . . For Meetings . . For “On-Camera” Use 


RELAX . . use a TelExecutive!” 


THE ONLY L-O-W C-O-S-T SPEECH 
PROMPTING DEVICE EVER OFFERED 


COMPLETE WITH 

TOP GRAIN 5 50 
CARRYING CASE 

Unbelievably Low Priced! 


Be “professional”! End tedious memorizing . . eliminate 
fear a forgotten lines . . . abandon hard-to-read typed 
speeches, annoying page turning! Here is a fully guvoeran- 
teed professional prompting device at an all-time low 
cost! Ideal for “lip-sync’’ work, for lectures, for presen- 
tations. YOU control the speed of illuminated script! Ex- 
tremely portable . . . weighs only 7 tbs.! 


Write For Additional Information and FREE Trial Offer! 
* ‘TelExecutive’ Reg. U. S. Pat. Off., ® =< 226-€ $. Wabash, Chicago 4, Ill. 
Trademark of TelePrompter Corp., N. Y. TeliT Industries, Inc 
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By planning your exhibit program well in advance... ona 
continuing basis, your displays can be designed 
to go farther, do more. 


We call this plan-ahead principle PLANNED IMPACT. It's the type 
of thing Gardner Displays does to perfection. Gardner takes 

your schedule, your objectives and your budget into consideration 
and carefully prepares a complete program for you. 

PLANNED IMPACT includes the creative designing, planning, 
construction of your displays, plus necessary servicing, 
refurbishing, storing. Equally important, it includes efficient 
planning for multiple use, routing, working with trade show officials. 
In short, PLANNED IMPACT is a program of integrating 

all your exhibits for smooth, efficient showings to the greatest 
potential audience at the least expense. 


GARDNER DISPLAYS 


“First name in exhibit services” 


PITTSBURGH 13, PA. CHICAGO 8, ILL. 
© 477 Melwood Ave. « MAyflower 1-9443 © 1937 W. Hastings St. « TAylor 9-6600 


DETROIT, MICH. iv NEW YORK 17, N.Y. 
* Box 142, Birmingham, Mich. « Lincoln 4-2030 © 41 East 42nd St. « MUrrayhill 7-2621 
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Brewery Commissions 
Volume of Americana 


To mark its centennial year, 
Schmidt’s of Philadelphia, largest 
brewery in Pennsylvania and 13th 
nationally in sales volume, has 
created a unique volume of Ameri- 
cana, entitled “Taverns of Yester- 
year.” 

Fifty-five pages of text are in- 
terspersed with 24 line drawings, 
the work of Isa Barnett, Bucks 
county artist and an expert on the 
Colonial and Civil War eras. 

The book was printed by offset 
lithography in four colors and two 
editions, case bound and paper 
backed. In all, 57,500 copies will be 
issued, 50,000 of which will be the 
reduced size paperback books. 

Text is the work of Morton Bach- 
man, public relations staff writer for 
Schmidt’s advertising agency, Gray 
& Rogers, Philadelphia. Text in- 
cludes beer. cookery recipes, frag- 
ments of old drinking songs, anec- 
dotes and historic old tavern names. 
Art direction was by Vince Benedict 
and production by Alex Irvine, both 
of the agency. 

Printed on 80-pound Hamilton 
Victorian Text Ivory, the case bound 
edition is covered in cloth, Holliston 
LS Blubak White. Stock for the re- 
duced size paper back is 65-pound 
Hamilton. A full-color illustration 
by Mr. Barnett serves as the cover 
for both. Type used was 12-point 
Caledonia. A multi-color effect on 
the interior of the case bound edi- 
tion was achieved by changing col- 
ors while backing up each press 
sheet. 44 


Archbold Book Features 
Borders for Offset Use 


Offset users will be interested in 
a folder issued by A. A. Archbold, 
publisher, on his new “Book of 
Borders.” 

The book, printed in a 16-page, 
11x17” format, features 64 lineal 
inches of each pattern, 36 6-pt. pat- 
terns, 45 12-pt. patterns and many 
matching corner squares. 

The borders may be used to make 
panels, boxes or coupons; decora- 
tive treatments; to enclose title 
pages of books, booklets, cover de- 
signs, menus, diplomas, certificates; 
to create holly borders for Christ- 
mas, star borders for patriotic holi- 
days and wavy line borders for 
headline emphasis and to gain spe- 
cial effects by using two or three 
designs in a wider pattern. 

Copies of the folder are available. 

+ + « for more details circle 704, page 107 
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Floating Promotion . . 


clouds, startled Seattle residents when it appeared on Lake 


Sole 


writ 


By Edward R. Lucas 


Mythology supplied the name and 
suggested some of the ideas. And, 
indeed, the element of fairy tale 
fantasy had an important part in 
the success of the promotion of the 
Valhalla real estate development in 
Seattle, Wash., recently. 

The fairy tale quality persisted 
even beyond the original intentions 
of the astute promoters, with the 
marriage of the “beautiful princess” 
—Miss Sweden—to a suitor whom 
she met at Valhalla. 

In general, though, the excep- 
tional success of the promotion was 
due to the ingenuity of the pro- 
moters plus expert application of 
the various advertising media of 
newspaper, direct mail, outdoor ad- 
vertising (by barge!), radio, and 
television. 


romotion 


a (flaiw 


. This barge, depicting a castle in the | Washington, and drew attention to a new real estate develop- 
ment, built on land and not on the water. 


Imagination and a strong theme 


helped sell luxury homes 


It was undoubtedly the first time 
such a sparkling combination of 
promotional techniques had been 
applied to a Pacific Northwest real 
estate development. The results 


were just as spectacular as the 
techniques. 


> At the first week-end open house 
at the development site, over 4,800 
cars of visitors were counted. Dur- 
ing the month following, between 
200 and 300 cars each week day 
were driven to the site. On week- 
ends following open house, the num- 
ber of visitor-driven cars totaled 
approximately 1,000 each Saturday 
and Sunday. 

Most of those visitors, moreover, 
were not just curious sightseers. 
They were financially solid citizens 
with means to invest in the home 
site opportunities being offered. 


in the Pacific Northwest area. 


The development which these ef- 
forts promoted is a sloping hillside 
property of 160 acres located a few 
miles north of Seattle’s city limits. 
Included in it is a golf course. Other 
recreational resources available to 
purchasers of the lots will include a 
year-round swimming pool, tennis 
courts, a private club and a yacht 
basin. 

The multi-million dollar develop- 
ment has opened up 420 lots priced 
from $7,500 upward, available for 
custom building. Homes are re- 
stricted to structures costing $25,000 
or more. 


> Promotion is being handled by 
John L. Pulsipher & Associates 
Inc., Seattle. Principal architects of 
the promotion were Mr. Pulsipher 
and Ken Benham, his assistant. 
The real estate development is 


Shows & Exhibits e 101 





FLEX~SHO Displays 


are comparable to CUSTOM-MADE 
units, yet sell for MUCH LESS MONEY! 


Select components to fit 
your space requirements and 
budget 

All parts can be assembled 
in minutes without tools 


Give your next display a distinctive treat- 
ment. Personalize it with such FLEX-SHO 
components as: 


Translite Boxes 


Cabinets with 
Sliding Doors 


Woodslat Drapes 
Extra Insert Panels 
Planters 
Header Panels 
Shelves 
Send for illustrated brochure 


— HARTWIG DISPLAYS 
= 


Milwaukee 
1325 N. Van Buren St. 


Chicago 
3646 N. Broadway 


| © Construction of a large 


being handled by Valhalla Inc., a 
company associated with Picture 
Floor Plans Inc. K. A. Sanwick Jr. 


is president of Vallhalla Inc. 


Success of the promotion can be 
credited in part to the caliber of the 


| ideas around which the promotion 


was built. These included 
news-generating ideas as: 


such 


|e A “Nordic Feast” complete with 
| many genuine dishes and furnish- 


ings of such an occasion as it was 


| done centuries ago. 


| @ An open house at the Valhalla 
| homesite, the day after the Feast. 


@ The presence at both occasions of 
the Misses Norway and Sweden, 
Scandinavian beauties who were 
brought there for those events. 


| © Use of an attention-getting air- 


house some 65’ in diameter set up at 


| the site for both occasions. 


“fairy 
castle” representing the mythical 
Valhalla, which was towed around 
Lake Washington and Puget Sound 


on a barge. 








To 
Reach 
the 
Actual 


Buyers 


of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 


in 


Advertising 
Requirements 
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| anything was 


| © A painting exhibition by 137 re- 


gional artists with prizes awarded 


| by Valhalla. Judging was done by 
| Vincent Price, the actor, who came 
to Seattle for the event. 


“As pleasantly surprising to us as 
the tremendous 
amount of goodwill this promotion 
generated,” Mr. Pulsipher says. 
“Everyone appreciated that we had 
a job of promotion to do and they 


| seemed to applaud the way we were 


doing it. Even when our Valhalla 
barge caused a traffic jam on the 


| Lake Washington Floating Bridge 


by people who stopped their cars 


| Handsome Brochure . 


to take a longer look at it, no one 
seemed to get angry about it. The 
result of these events and the pub- 
licity we gave the project in various 
advertising media brought us word- 
of-mouth advertising all over the 
city.” 

The principle promotional push 
was directed toward the grand open- 
ing last September 20. John L. Pul- 
sipher & Associates began their 
campaign with news releases to city 
and district newspapers the latter 
part of August. This yielded several 
news stories. 

Meanwhile, the agency prepared 
advertising presentations to appear 
the week before the grand opening 
in three media—newspapers, direct 
mail, and outdoor advertising. 


> The newspaper promotion began 
with a full-page advertisement in 
both Seattle daily newspapers. The 
ads were in two colors with atten- 
tion-getting artist’s sketches of Vik- 
ing designs. Text of the ads an- 
nounced the opening for the fol- 
lowing Sunday and described the 
development in suitably glowing 
terms. The same ads appeared in 
three district newspapers the fol- 
lowing day. 

On the Sunday of the grand 
opening another full page ad ap- 
peared in both Seattle newspapers. 
A variation on the same design, 
also in two colors, was used. The 
text again described outstanding 
features of the development and in- 
vited readers to visit the site. 


> The Thursday before the opening, 
the agency mailed out 6,000 copies 
of one of the most handsome bro- 
chures ever submitted in this area. 
This brochure, by the way, has 
since received national recognition 


- + Printed in three colors, the brochure was given prestige by 


| its french-fold cover with an embossed eagle in gold. 





Nordic Feast 

Special prospects 
were invited to an 
outdoor meal in 
Scandinavian style. 
The portable 

air house, in white 
and yellow, served as 
project headquarters. 


as a printing achievement. Printed 
in three colors, the brochure in- 
cluded artist’s sketches of the de- 
velopment and maps of its location. 
It was sent to a selected list of in- 
dividuals with incomes of $16,000 
or more. It was instrumental in at- 
tracting many of the people who 
visited Valhalla in following weeks. 

On that same Thursday also, the 
floating castle appeared on Lake 
Washington. This castle was built 
by the Seattle display firm of Berg 
and Sparks and was mounted on a 
barge 30x50’. The word “Valhalla” 
was lettered on all four sides in 
gold. Emerging from the mists cov- 
ering the surface of the lake in 
early morning, the castle was in- 
deed a startling sight to motorists. 

For the next two days, the barge 
was towed around Lake Washing- 
ton and Puget Sound. Floodlights 
illuminated the castle in the eve- 
ning. 


> An event that attracted much in- 
terest took place the next Saturday. 
This was the Nordic Feast attended 
by over 400 persons on special in- 
vitation. 

Besides Miss Norway and Miss 
Sweden, attractions of this event 
were the bright white and yellow 
airhouse, the Nordic costumes of 
the serving personnel, and _ the 
Scandinavian foods and dishware. 
Meats, for example, were prepared 
on the site by roasting on spits over 
open fires. In serving, meats im- 
paled on steel knives especially 
made for the event, were offered to 
guests. Open air tables were cov- 
ered with burlap cloths with a gen- 
uine wolf skin in the center of each 
table. Scandinavian breads were 
baked in an earthen oven at the 
site. 

The feast won much local pub- 
licity and was featured in a page 
and one-third article in Business 
Week. 


> The final promotional event was 
the “Scenes from Valhalla” painting 


exhibition, in which promotional 
and amateur painters of the region 
were invited to participate. First 
prize award of $500 and four $150 
prizes were the incentives. 

Entries of the painters were hung 
in the Olympic Hotel in Seattle and 
judged October 8 by Vincent Price. 
For a week following, all entries 
were displayed in the airhouse at 
the Valhalla site. After that, non- 
winners were returned to the paint- 
ers, the five winning paintings be- 
ing retained by Valhalla for per- 
manent exhibition in the club house 
to be built. 44 


Staffless Booth Trend 
Boosted by Machine Age 


The human factor in exhibiting 
has been de-emphasized in the last 
few years with the advent of visual 
exhibit design that gives the booth 
what might be called “self-control” 
in directing the public through the 
exhibit. 

Now comes a machine called the 
“Directomat” which will answer 
the booth visitor’s questions on a 
card he can file for future reference. 

Introduced by Displayers Inc., 
the Directomat is described and 
shown in a folder that describes its 
introduction as a “breakthrough to 
Automation.” The unit is a push- 
button electronic machine capable 
of storing 120 answers to inquiries 
about a product or service shown in 
the booth. While we doubt that it 
can smile, politely or otherwise, we 
must admit it is probably not sub- 
ject to sore feet, bad moods, or 
hangovers. 

A leaflet, specifying the condi- 
tions pertaining to the rental of the 
Directomat, is included with the 
folder. Prices on the opposite side 
of the leaflet list a minimum, one- 
day rental rate of $128. 

Copies of the folder are available. 

+ « for more details circle 705, page 109 


Story of Paper Told 
In New Portable Exhibit 


An animated exhibit which tells 
the story of papermaking, “from for- 
est to finished product,” has been 
produced by the information service 
of the Wisconsin Paper Industry. 

When unfolded, the exhibit is 15” 
high, 3%” deep and 12’ long. It em- 
ploys small turning models, elec- 
trically powered, to demonstrate the 
story of papermaking. It can be 
used with an accompanying 331/3 
rpm record for an oral presentation 
or with appropriate reading display 
cards explaining the various proc- 
esses being shown in use. 

It was shown first by the Amer- 
ican Paper and Pulp Assn. during 
Paper Week, in New York. De- 
veloped for use by Wisconsin paper 
mills, the exhibit is suggested for 
trade shows, window displays, edu- 
cational use, etc. Rental is $300 plus 
freight. 

Complete information can be ob- 
tained from Information Service, 
Wisconsin Paper Industry, 104 N. 
Commercial St., Neenah, Wis. 44 


John Wells Releases Folder 
On Miniature Scale Models 


Information on the “Welzart” 
scale models of buildings or plants 
is available in an illustrated folder 
from John H. Wells & Associates, 
Chicago. 

The model work shown in the 
folder includes both interiors and 
exteriors of industrial buildings 
from an office building to a room 
model created for a decorator. 

Copies of the folder are available. 

« for more details circle 706, page 107 


Ready-To-Use . . One-piece, folding 
display kit packs in aluminum suitcase, 
has pegboard panels finished on both 
sides in different colors. Includes cutout 
letters. $125, from Design and Produc- 
tion, 826 Slaters Lane, Alexandria, Va, 
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Art & Photography 


Corona Color Studios 

Lucygraf Mfg. Co. 

Mack, Douglas 

Major Photo Co. 

Multi-Ad Services 

Quantity Photo Co. 

Sander Wood Engraving Co. 50 
Volk, Jr., Harry, Art Studio 37 


Art Supplies 


Bienfang Paper Co. Inc. 
Bienfang Products Corp. 
Crescent Cardboard Co. 
Shiva Artists Colors 


Balloons 

Oak Rubber Co. 
Banners, Pennants 
Pratt Poster Co. 


Binders, Catalog Covers 


Belford Co. Inc. 
Smith, S, K., Co. 


Binding Equipment & 
Materials 


Carr Plastics Corp. 50 
du Pont de Nemours, E. | 
& Co. 57-58 


Camera Lucida 


Lacey-Luci Products Co. 
Lucygraf Mfg. Co 


Control Planning Aids 
Graphic Systems 
Copyfitting Aids 
Haberule Co. 

Decals 


Meyercord Co 19 
Multi-Color Process Co. 56 
Screen Process Printing Co. 90 
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Direct Advertising 


Brodie Advertising Service .. 60 
Drey, Walter Inc, 63 


Display Materials 
Kleen-Stik Products Inc. 
Display Motors 


Lanshire Clock & Instrument 
Corp. 79 

Merkle-Korff Gear Co. 106 

Vue-More Corp. 20 


Displays, Window & Store 


Chicago Show Printing Co... 84 
Enameloid Sign & Display Co. 32 
Geeco Inc. 80 
Hartland Plastics Inc. 76 
Indiana Wire & Specialty 
Co. Inc. 16 


Displays, Wire 


Indiana Wire 
Co. Inc. 


& Specialty 
Duplicate Plates 


Progress-Hanson-Progressive 
Group 


Envelopes 


Cupples-Hesse Corp. 
Du-Plex Onvelope Corp. 
Tension Envelope Corp. 


Exhibit Builders 


Gardner Displays 
Hartwig Displays 


Fluorescent Inks & 
Materials 


Radiant Color Co. 
Gravure Services 


Collins, Miller & Hutchings 
Inc. 87 


Imprinting 
Sersen's Imprinting 


Inks, Screen Process 


Naz-Dar Co. 


Radiant Color Co. 
Labels & Tags 


Avery Label Co. 

Brown-Bridge Mills Inc. 

Cupples-Hesse Corp. 

Eureka Specialty Printing 
Company 

Kleen-Stik Products Inc. 

Rothchild Printing Co. 


Letterheads 

Thompson, Arthur, & Co. 
Letters, Cut-out 
Ferrocraft 

Lettershops 

Brodie Advertising Service 
Letters, Sign & Display 
Ferrocraft 

Magazines 

Stanley Publishing Co. 
Mailing Lists 

Drey, Welter, Inc. 
Manikins, Rental 
Madisonie Manikins Inc. 


Office Equipment & 
Supplies 


Friden, Inc. 
Packaging Materials 


Chicago Molded Products 
Corp. 
Jackmeyer Corp. 


Papers, Printing 


Champion Paper & Fibre 

Co. 67-68 
Eastern Fine Paper & Pulp 

Div. 21-22 
Gilbert Paper Co. 53 
Hammermil! Paper Co. 39-40 
Nekoosa-Edwards Paper 

Co. 9-12 


Paterson Parchment Paper 
Co. Inside Back Cover 
Sorg Paper Co. 
, Inside Front Cover 
West Virginia Pulp & Paper 
Co. 88-89 


Papers, Specialty 


Bienfang Paper Co. Inc. 106 
Brown-Bridge Mills Inc. 32 
Gilbert Paper Co. 53 
Kleen-Stik Products Inc. 8 
Paterson Parchment Paper 
Co. Inside Back Cover 
Radiant Color Co. 86 
Sorg Paper Co. 
Inside Front Cover 


Photo Lettering & 
Typesetting 


Mergenthaler Linotype Co. 
Warwick Typographers Inc. 


Photo Prints, Quantity 


Major Photo Co. 
Quantity Photo Co. 


Photoengraving & 
Platemaking 


Collins, Miller & Hutchings 
Inc. ; 

Lake Shore Electrotype Div. 

Northwestern Photo Engrav- 
ing Co. 

Partridge & Anderson Co. - 

Progress-Hanson-Progressive 
Group 


Photographic Equipment 
& Materials 


Lacey-Luci Products Co. 
Postcards, Color 
Corona Color Studios 
Premiums & Specialties 


Action Advertising Corp. ....106 
Georgopulo, G. A., & Co. ..106 
Green Duck Co. 37 
Natco Products Corp. 71 
Oak Rubber Co. 5 
Orchids of Hawaii Inc. 64 
Radiation Fallout Detector 
Co. 36 
Scot Ties Ltd. 64 
Spotts Mailing Corp. 73 





Adwertisers 


Presentation Materials 


American Thermoplastic 

Belford Co. Inc. 

du Pont de Nemours, E. I., 
& Co. 

Polo Plastics Co. 

Smith, S. K., Co. 

TeliT Industries 


Co. 17 
86 


Inc 


Printing 


Chicago Show Printing Co. 
Eureka Specialty Printing 
Co. 

Graphic Enterprises of Mil 
waukee Inc. 
Johnson Printing 
Universal Loose 


Co. 


84 
24 


56 
77 

Mfa. 
106 


Inc. 


Leaf 


Product Replicas 


Hartland Plastics 


Inc. 
Projectors 


McClure Projectors Inc. 
Tel-A-Story Inc. 


Action Advertis 
American Thermoplastic Co. 
Avery Label! Co. 
Bauer Alphabets, 
Belford Co. 
Bienfang Paper Co. Inc. 


106 
17 
35 

Inc. 17 
86 

106 
23 
60 
32 
90 
50 


ng Corp. 


Inc. 


Bienfang Products Corp. . 
Brodie Advertising Service 
Brown-Bridge Mills, 
Bundscho, J. M., Inc. 
Carr Plastics Corp. 
Champion Paper & Fibre 
Co. 
Chicago Molded Products 
Corp. | 
Chicago Show Printing Co. 84 
Collins, Miller & Hutchings 
Inc. 87 
Corona Color Studios 106 
Crescent Cardboard Cc 6 
Cupples-Hesse Corp 2 
Drey, Walter, Inc. 63 
Du-Plex Onvelope Corp. 60 
du Pont de Nemours, E. |. 
& Co. 54, 57-58 
Eastern & Pulp 
Div. 21-22 
Enameloid Sign & Display 
Co. 


Inc. 


67-68 


Inc. 
Fine Paper 


32 


Screen Process 


Lawson Printing Machine Co. 
Screen Process Printing Co. 


Self-Sticking Specialties 


Avery Labe! Co. 
Fasson Products 
Kleen-Stik Products 
Meyercord Co. 
Screen Process Printing Co. 


Inc. 


Sign Materials 


Kleen-Stik Products Inc. 


Signs & Identification 
Materials 


Fasson Products 
Geeco Inc. 
Meyercord Co. 
Plasti-Line Inc. 
Pratt Poster Co. 
Robertson Sign Co. 


90 
90 
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Signs, Metal 
Robertson Sign Co. 
Signs, Plastic 
Plasti-Line Inc. 


Signs, Porcelain Enamel 


Enameloid Sign & Display 
Co. 


Stock Art 


Multi-Ad Services 
Thompson, Arthur, & Co. 
Volk 


Stock Photos 
Mack, Douglas 


Stock Printed Material 


Thompson, Arthur, & Co. 


ALPHABETICAL INDEX 


Eureka 
Co. 


Fasson 


Specialty Printing 

Products 

Ferrocraft 

Friden, Inc. ; 

Gardner Displays Co. 

Geeco Inc. 

Georgopulo, G. A., & Co. 

Gilbert Paper Co. 

Grarchic Enterprises of Mil 
waulce, Inc. 

Graphic Systems 

Green Duck Co. 

Haberule Co. 

Hammermill Paper Co. 

Hartland Plastics 

Hartwig Displays 

Indiana Wire & Specialty 
Co. 


Jackmeyer Corp. 


Inc. 


Inc. 


Johnson Printing Inc. 
Kleen-Stik Products Inc. 
Products Co. 
Lake Shore Electrotype Div. 


Lacey-Luci 


Lanshire Clock & Instrument 
Corp. 
Lawson 


Co. 


Printing Machine 


80 


53 


56 
46 
37 
46 


. 39-40 


76 


102 


16 
33 
77 

8 
90 
37 


79 


90 


Lucygraf Mfg. Co. 
Mack, 
Madisonia Manikins Inc. 
Major Photo Co. 
McClure 
Mergenthaler 
Merkle-Korff Gear 
Meyercord Co. 
Monsen Typographers Inc. 
Back C 


Douglas 


Projectors Inc. 


Co, 


Multi-Ad Services 

Multi-Color Process Co. 

Natco Products Corp. 

Naz-Dar Co. 

Nekoosa-Edwards 
Co. 


Northwestern 


Paper 


Photo Engrav 
ing Co. 

Oak Rubber Co. 

Orchids of Hawaii Inc. 

Partridge & Anderson Co. 

Paterson 
Co. 

Plasti-Line, Inc. 

Polo Plastics Co. 

Pratt Poster Co. 

Progress-Hanson-Progressive 


Parchment Paper 


Back C 


Inside 


Group 
Quantity Photo Co. 


Jr., Harry, Art Studio 


50 
61 
37 
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56 
50 
106 
51 
43 


Linotype Co. % 


106 
19 


over 
50 
56 
71 
18 


9-12 


92 

5 
64 
90 


over 
83 
36 
76 


23 
55 


Typefounders 


Bauer Alphabets Inc. 
Mergenthaler Linotype 


17 
Co. 9% 


Typewriters, Composing- 
Reproducing 


Friden Inc. 


Typography 


Bundscho, J. M.., 


Monsen 


Inc. . 90 
Typographers Inc. 
Back Cover 
Service Typographers Inc. .... 63 
Warwick Typographers Inc. 99 


Visual Aids 


Belford Co. Inc. 

Carr Plastics Corp. 

du Pont de Nemours, E. |., 
& Co. 

Graphic Systems 

Lacey-Luci Products Co. 

McClure Projectors Inc. 

Tel-A-Story Inc. 

TeliT Industries, Inc. 


86 
50 


54 
46 
90 
43 
46 
99 
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Radiant Color Co. 
Radiation Fallout Detector 

Co. ; 36 
Robertson Sign Co. ae 
Rothchild Printing Co. 4 
Sander Wood Engraving Co. 

Inc. 50 
Scot Ties Ltd. 64 
Screen Process Printing Co. 90 
106 
Service Typographers, Inc. .. 63 
Shiva Artists Colors 51 
Smith, S. K., Co. . 42 
Sorg Paper Co. 

Inside Front Cover 

Spotts Mailing Corp. 73 
Stanley Publishing Co. 93 
Tel-A-Story, Inc. 46 
TeliT 99 
Tension Envelope Corp. 14 
& Co. él 
Universal Loose Leaf Mfg. 

Co. 
Volk 
Vue-More Corp. 


86 


Sersen's Imprinting 


Industries, Inc. 


Thompson, Arthur 


106 
Jr., Harry, Art Studio 37 
20 
Warwick Typographers Inc. 99 
West Virginia Pulp and 


Paper Co. 88-89 
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Services and Supplies 


ADVERTISING SPECIALTIES 


SS 
DDSI Se 6 | 


Direct Mall Promotions Need Advertising Speciaities 


MANIKINS 


Available 


on a modest rental 
basis, to lend dis- 
tinction to your 
trade show exhibits 
and special promo- 
tions. We manikins 
work 24 hours a 
day without tiring. 
Complete selection 
of ladies’ men’s and 


i isi ns hildren’s fi s 
Action Advertising receive: xy children's figures 


ADVERTISING CIGARETTES MADISONIA MANIKINS, INC. 


ee ee New York: 152 W. 25 St., CHelsea 3-1550 
eel aa ad Seileah Chicago: 11 So. Desplaines DEarborn 2-6818 


Cigarettes imprinted with 
a trade name or ad message. 


G. A. GEORGOPULO & CO., Inc. 
Cigarette Mfrs. Since 1905 
48 Stone St., New York 4 


ART SUPPLIES 


NELSON 


BRISTOL BOARD 


IMPRINTING 


TABLOIDS 


Dealer Imprinting 
Our Specialty 
Any Amount — As Required 
ALSO— MAGAZINES, CATALOGS, 
FOLDERS 


SERSEN’S IMPRINTING 


120 So. Sangamon Street 
Phone: CH 3-2050 Chicago 7, Ill. 


SEND FOR 84 PAGE COLOR CATALOG TODAY 


At Your Fingertips... 


for Instant Reference! 
a On ta 





COLOR POST CARDS 


POSTCARDS 


This handsome binder holds a full year’s 
JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8' x 11 


ALOOUE SHEETS—o's file of ADVERTISING REQUIREMENTS 
Cense SORE O7E SREETED-—FUVS ¢ * To solve the problem of lost, strayed or stolen 
Pera TON copies, we've just arranged for a limited supply of 
RULE handy binders. Each holds a complete year's file 
(12 issues) of AR. 
Takes but a few seconds to insert or remove any of 
the issues. 
The binder opens flat as a ruler to any page of any 
issue—you can work with it easily on your desk. 
Sturdy? Well, it's reinforced throughout with steel 
—and the supple wire inserts that retain each 


COMPLETE PRINTING SERVICE 
LETTERPRESS AND OFFSET 
Fast Dependable Reprints 


Universal Loose Leaf Mfg. Co. 


161 W. Harrison St. Chicago 5, Hl. 


HELP WANTED 


INDUSTRIAL LITERATURE WRITER 

AND PRODUCTION ASSISTANT 

To create and produce trade literature, catalogs 
and sales promotion materials for $90,000,000 
electronics manufacturer. Must have 3 to 5 years 
experience with industrial advertising department 
or agency. Technical aptitude helpful. Work with 
sales, engineering and management in all product 
lines. Opportunity to grow with young, aggressive 
advertising department. Located Midwest. Box 43 
c/o Advertising Requirements, 200 E. Illinois, 
Chicago 11, Ill 
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copy will last just about forever! 

Has a rich-looking forest green Levant-grain simu- 

lated leather cover with the words "Advertising 

Requirements" stamped in gold on the backbone. 
Better order now while the supply lasts. 


Use this handy coupon. 


fovoresrereenenennencnanee Your Money Back If Not Satisfied 


ADVERTISING REQUIREMENTS 
200 E. Illinois St., Chicago 


Please send me————_——-AR Binders. | am enclosin ment wred at $3.50 f h, 
including all postage and handling charges. ig pay fig or eac 


My Name 
Company 


Street 





701/Circle on Readers’ Service Card 
Striped Glamor Wraps 
- Samples and details of a-metallized 
packaging material -with striped flocking 
are available from Coating Products Inc. 
(Page 38) 


702/Circle on Readers’ Service Card 
Plastic Box Catalog 

. .» plastic boxes in many'sizes and shapes 
are illustrated in. the« Bradley catalog. 


(Page 38) 


703/Circle on Readers’ Service Catd 
Laboratory Facilities 

. afid services of Byron Motion Pictures 
are described in a booklet issued by the 


Washington organization. (Page 43) 


704/Circle on Readers’ Service Card 
Offset Borders 

» @s contained in a b 
A. Archbold are show 
by the Burbank, Cal, 


sok issued. by. A. 
m in a foldér issued 
publisher. (Page 100) 


708 /Circle on Réaders’ Service Card 
Automatic Answers 
. @ folder 


from the -Displayers describes 
to .120 
booth visitors ask. 


(Page 103) 


a machine that stores answers 


questions. which 


70G/Circle on Readers’ Service Card 
Scale Model Folder 
. John H, Wells & Associates releases a 
folder on its miniature scale model. work. 
(Page 103) 
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707/Circle on. Readers’ Service Card 
Imprinted Bottle Caps 

.+. Charles F.. Beardsley Advertising offers 
samples and prices on its. plastic bottle 
cap available in color) and with advertis- 
ing imprint. (Page 71) 


708/Circle on Readers’ Service Card 
Spanish Grain 


. » . Duplex Cover.paper is featured in-a 
sample book offered by Beckett Paper Co. 
(Page 92) 


709/Circle on Readers’ Service Card 
Photo Source 

. » Don Knight has published a folder 
showing samples of his work, available in 
glossy prints or transparencies, (Page 56) 


Readers’ Service Dept. 


8807 


Piease have the following sent me: 


701 702 703 704 705 706 707 
708 -709 710 -711 712 713 714 
715 716° 717 718 719 720 721 
722. 723 


If you do not have a personal -Ad- 
vertising Requirements subscription 
and would like to receive the next 
twelve monthly issues (U.S., Canada 
and Pan-America,-$3;. all others $5) 
please check below: 


719/Circle-on Readers’ Service Card 
Pretty Girls 


-"in various stages of dress and undress 
are featured in a-catalog being offered by 
Enterprise Photos. (Page 56) 


711/Circle on Readers’ Service Card 
Photocopy Equipment 

« + @ booklet describing the models and 
uses of the Apeco photocopy line is avail- 
able from American Photocopy. Equipment 


Co. (Page 60) 


712/Circle on Readers’ Service Card 

Sturdy Tape 

. . . for business audio-visual use is de- 

scribed in litetature from_3M and the coni- 

pany offers a test sample ofthe tape. 
(Page 47) 
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*®Note: inquiries for items listed 
not serviced beyond Oct. 15, 1960. 
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713/Circle on Readers’ Service Card 
Hidden Losses 

. ».4n your business are described and a 
cure advocated by Dictograph Products 
Inc. in a booklet. (Page 48) 


714/Circle on Readers’ Service Card 
Motion Without Movement 

- can mean displays and exhibits with 
great customer appeal, Technical Anima- 
tions points out in brochure. (Page 48) 


718/Circle on Readers’ Service Card 
Carlton Bond 
. samples are featured in a folder being 
offered by the Northwest Paper Co. 
(Page $5) 


BUSINESS REPLY CARD 
Pirst Class Permit No. 95 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Wl. 


716/Circle on Readers’ Service Card 
ROP Color Totals 

. . » for leading American newsapers and 
other figures on ROP coler are contained in 
Hoe’s annual report. (Page 95) 


717/Circle on Readers’ Service Card 
Eight Colors 

. of Day-Glo gravure inks of the Switzer 
Brothers firm are shown in thé company’s 
color guides. (Page 95) 


718/Circle on Readers’ Service Card 
New Clipping Service 

. a new brochure from Bacon's Clipping 
Bureau describes a new clipping service 
for subject research. (Page 64) 


719/Circle on Readers’ Service Card 
Postage Meter Booklet 

. . - Pitney Bowes eliminates negative atti- 
fides toward postdge meters by enumerat- 
ing objections in a new booklet. (Page 64) 


720/Circle on Readers’ Service Card 
Grace Sign Brochure 

. . . illustrations of different types of road- 
side and p.o.p. signs are shown in a bro- 
chure from Grace Sign & Mfg. Co, 


(Page 80) 


721/Circle on Readers’ Service Card 
Fluorescent Enamel 

- @ folder on the uses of a fluorescent 
enamel, and the colors available;-is offered 
by the DuPont Co. % (Page 80) 


722/Circle on Readers’ Service Card 
Adhesive Papers 


. backed with various papers and foils 
are shown in a swatch book offered’ by 
Presto Adhesive Paper Co. (Page 90) 


723/Circle on Readers’ Service Card 
Do-It-Yourself Binding 

. » binding .of sheets and booklets in 
your office explained ‘in booklet of Tauber 
Plastics Inc. (Page 90) 


sitnemnennemmeanieice 


Use these return cards 


for your copy-of publications 
mentioned on this page 





signs 
mt at floats. 


RCHKIN ® 


4 Custom-made or ready-made pattern 
designs — whichever you want. They float in 
a sheer translucency that gives a three 
dimensional illusion to advertising inserts, 
high grade presentations and direct mail 
pieces. Parchkin Motif Art Parchment costs 
a little more than paper—but a lot less than 
complex “step and repeat’’ plate designs — 
and it’s more interesting! 


Besides design, Parchkin Motif possesses 
the superb feel and surface of parchment for 
printing elegance. It comes in white or 
pastels, in varying weights. 


Let it speak for itself. Send for Paterson’s 
free sample and information package. 


“Something Special in Papers” 
» ANNIVER. 
“o 4 . 


cee, : PATERSON PARCHMENT PAPER COMPANY 


> c 

i eae Bristol, Pennsyivania 
‘artes +0 . 4.47) 
SIME es oe 


ae Sales Offices: New York, Chicago 
West Coast Plant: Sunnyvale, California 
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DIRECT MAIL LETTERHEADS AND ENVELOPES MAGAZINE INSERTS PACKAGE INSERTS 
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